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Three Dollars a Year 


Fastest selling household insecticide! 


F you are not stocking Flit, you 

are losing business. You are 
passing up profitable, volume sales 
at your store. Millions everywhere 
use Flit. It is the fastest-selling in- 
secticide on the market today. 


Compare Flit with any other insecti- 
cide you now carry. Then watch 
Flit sell and turn over faster than 
any other similar product you have 
ever handled. Stores everywhere 


report that Flit is the one insecticide 
that answers all calls—most cus- 
tomers demand it by name and will 
accept no other. 


Tie up your sales with this smash- 
ing 1928 campaign which backs up 
every hardware store—no matter 
where located. Order now for early 
spring delivery. 


STANCO DISTRIBUTORS, INC. 
26 Broadway New York City 











Why pass up 
FLIT profits ? 


sells year ‘round 
—, 


fast turnover 
——, 


A money-making 
proposition 
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ON THE TABLES OF AMERICA’S FIRST FAMILIES SINCE 



































EIGHTEEN FORTY-SEVEN 


The 8o0-Year Plate 


How long should your silverplate endure .. . 
in its beauty and its usefulness? 
Glimmer and gleam are but surface deep. 


oe 





Only time can prove the character beneath. 

1847 Rocers Bros. Silverplate has been 
tested by four generations of social America, 
and is today the outstanding leader in the 
field of fine silverplate because time has proven 
it worthy of leadership. The family plate for 
80 years, it is guaranteed to serve without 
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time-limit. Sold by leading silverware mer- 
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chants everywhere. 


Begin your service in 1847 RoGers Bros. with THE 
PIECES OF 8... . eight tea spoons, $5 00... . 
set of eights in knives, forks and spoons at $43.75. 
Next, add THE PIECES OF CHARM, such as bouillon 


spoons, oyster forks, tomato servers, berry spoons. 

at prices surprisingly moderate . . . Select, zext, the 
appropriate hollowware, in the pattern matching your 
flatware; dinner sets, coffee services, urns and candel- 
abra . . . And the piéce de résistance should be a 
normal dinner sct in PLATE p:OR, the new and 
gorgeous gold finish in 1847 RoGers Bros. ware. (All 
prices slightly higher in Canada.) 





- MAY WE SEND YOU THE FASCINATING BUDGET BOOK P 
Tike Ancosy Pattern ‘ telling of a mew and delightful way to acquire a1 al 

embracing service in silverplate .. . with pleasing speed and 
Other Patterts: AMBASSADOR painless thrift . . . Write for Booklet C-19 to International 
ANCESTRAL-ANNIVERSARY Silver Company ... Department E ... Meriden, Connecticut. 


‘1847 ROGERS BROS | 


SILVER PLATE 


SaLEsROoMS: Canapa: INTERNATIONAL SiLverR 


JINTERNATIONAL SILVER CO [E ” aaa, 


Hamitton, ONTARIO 


New York, Cuicaco, 
Saw Francisco 





THIS ADVERTISEMENT, 2x color, appears in The Ladies’ Home Journal, March, and the April issues of Good Housekeeping and Cosmopolita. 





HARDWARE AGE, published weekly by the [RON AGE PUBLISHING CO., at 239 West 39th Street, New York, N. Y., U. 8. A. Entered as second 
class matter May 22, 1918, at the Post Office at New — i Acts mage 3, 1879. (Printed in U. 8S. A.). 43.00 per year. Single copies 
. each, ol. » No. 1 
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Drop-Forged 
Hammered-Heat Treated 


The splendid cutting qualities of our tempered 
“Supersteel” give V & B Drop-forged Axes a rep- 
utation for easy-chopping wherever they are used. 

Can be ground far back and Bit remains sharp 
after repeated grindings. 

Ample metal around the eye prevents buckling or 
breaking. 

Handles are high-grade seasoned second growth 
hickory, with an attractive two-tone patent leather 
finish—exclusive with us. 

Its graceful lines, its fine balance and its attractive 
finish make it easy to sell. Any chopper will quickly 
pick it out as the Axe he wants. And the longer and 
harder he uses it, the more he “talks it up” with his 
fellow-choppers. 

Offered in various styles including Michigan and 


Dayton patterns. 3 to 5 lb. weights. Also— 
Boys’ Axes House Axes 
Hunters’ Axes Camp Axes 


V GB Supersteel HATCHETS 


Drop forged from the solid bar of 
Supersteel—same_ steel throughout—no 
soft section. Heat treated. Stay sharp. 
Thin bits. Rapid cutters. 

Beautiful two-tone handles. 


All V & B Tools Are Good Tools 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 
OA“Aakers of Fine Toots 
2114 Carroll Ave.~ ~ Chicago, lil. U.S.A. 


and many others. 








Complete range of styles and sizes: 
Broad, Flooring, Half, Claw, Shingling, 
Lathing, Haines and Underhill patterns, 


Send for our cat- 
alogue of V& 5 
Tools. It in- 
cludes: 


Axes 
Bits 
Braces 
Chisels 
Hammers 
Hooks 
Nail Sets 
Nippers 
Pincers 
Planes 
Pullers 
Punches 
Rivet Sets 
Scrapers 
Scutches 
Star Drills 
Tongs 
Etc., Etc. 
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WALWORTH 
STI LLS ON WALWORTH COMPANY 


51 East 42nd Street, New York 


Distributors in Principal Cities of the World 
Walworth, Limited, 10 Cathcart St., Montreal, P. Q. 
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‘DISPLAY NOW FOR 


SPRING SALES 


Here is a new line of quality Hand 
Pruners that should be on display 
right now wherever Pruning Shears 
are sold. 

A quality item at a price that will 
move them over your counter 
quickly. 

No wide variety to carry in stock. 
Just the three patterns that are pop- 
ular and sell quickly. 

Blade and hook of Disston Steel. 
Light handles of pressed steel, 
knurled to prevent slipping. Blades 
and handles securely assembled with 
two nut rivets and center bolt. 
Lively volute spring. 

They will appeal to amateur and 
professional . . . and the Disston 
name will help you sell. Ask your 
jobber. 





Disston No. 105—Vineyard Pattern 
(Nickel Plated) 
No. 205—Same as No. 105 except 
Black Finish 





Disston No. 104—California Pattern 
(Nickel Plated) 
No. 204—Same as No. 104 except 
Black Finish 





Disston No. 103—Clinch Pattern 
No. 203—Same as No. 103 except 
Black Finish 


We Welcome 


The Disston 25-Year Club wel- 
comes Mr. C. W. Bowtell, of Fort 
Edward, N. Y. Mr. Bowtell has 
been selling Disston Saws for thirty- 
eight years. 

Any dealer in whose store Disston 
Saws have been sold for twenty-five 
years or longer is eligible to join 
this interesting club. 





The new Disston Special Extra- 
Slim Saw File brings the file user 
many advantages: 

1. A special cut with plenty of bite; 
yet it cuts smoothly and Iasts for 
a long time. 

2. Extra-slim, so that the user can 
see where and how the file is 
cutting at all times. 

3. Blunt, so that, even if unskilled, 
he can file with a level, uniform 
stroke; there is no taper and the 
file “finds its bearing” against the 
teeth more quickly. Less effort 
is required to use. 





No hunting 
over shelves for 
the right lengths. 
There they are— 
right in the display 
| fixture on your counter, 
| plainly marked for easy removal. Com- 
pact! It saves your time. 














A REAL SERVICE THAT MEANS 
MORE FILE PROFITS FOR YOU 


A New and Better File—and a FREE All-Metal Counter Fixture 
Which Displays One File of Each Size and Holds the 
Reserve Stock in Rear Compartment 


4. Made of Disston Steel . . . hard, 
tough and strong. It will outlast 
two ordinary files. 


Now offered for the first time 
with a handsome counter display 
fixture, finished in striking colors. 
All in a compact unit package con- 
taining six dozen files: 


% dozen 5-in. 
2 dozen 514-in. 
3 dozen 6-in. 
% dozen 7-in. 


Here is a complete file assortment 
with a selling display stand, which 
also holds your reserve stock. A 
quick, easy way to increase sales. 


You pay for the files only. The 
permanent metal display case is 
given free to help your sales. 

Ask your jobber or mail the cou- 
pon for complete information. 


! Henry Disston & Sons, Inc., Dept. 1 


Philadelphia, U. S. A. ' 
Please send me, without obliga- : 


, tion, information upon your new file : 
| unit containing six dozen assorted 

‘files and free display stand and | 
: stock container. 


PON A oooh back cectsss 


| St. & No. 
| | City & State .................. 


Published by HENR Y DISSTON & Sons, INC., Makers of ‘The Saw Most Carpenters Use,’’ PHILADELPHIA, U. S. A. 
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CANNON BAL 
BEATS EM ALL 













































All the good features of 
Cannon Ball Track 
and hangers show up 
at their best in 


Cannon Ball Ga- 

rage Door Fix- Few 
tures. Easiest to Hints on 
put up. Stay 

put. Run Hangers 
light. Last 


1. No. 712 Curve 
with 1027 hangers. 
Takes doors around 
thecorner. Any num- 
ber any size, right or 
left or both ways from 
center. 

2. No. 800 Folding-sliding 
combination— 802 hanger; 
offset hinges—self adjusting, 
spring support fortrack. For 
2 to 6 doors single or double 


openings. 
3. No. 716 Right Angle — 1086 
hangers, for single door opening 
at extreme edge of building. 

4. No. 1093 Folding-sliding com- 
bination—1090 hanger; offset hinges 
—track flat against building. 2 to 6 
doors. ova el or double openings. 


Swings in 

5. No. 1103 ee folding-sliding com- 
bination—1100 hangers; offset hinges—for 
3 doors. Track flat against building. Also 
Rowe hang ti door combination for single 


6. No. "1305 Holder for swinging doors. Oné 
smashed headlight would buy several pair, - 

Sets in boxes or parts as wanted. 
Send for 228-page catalog and ask about 
our new Preferred D ealer Plan. 


y Hunt-Helm-Ferris & Co., Inc. 


Albany, N. Y. Harvard, Il. San Frencious, Game 


Stalls, Stanchions, 
Pens, Water Bowls, 
Litter Carriers, Hay 
Carriers, Door Hangers, 


Wire Stretchers and Spec- 
ialties. 


as long as 
the build- 


ing. 
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Its bu yin 


time in the. 


Billion Dollar Poultry Industry 


~Its selling time for yo 


ODAY---in your trade territory---scores of Now is the time to go after this profitable U. S. 
potential purchasers of U.S. Poultry Fence Poultry Fence trade. 


are figuring their needs. 


They know what they want, these poul- 
try raisers. They recognize in U. S. 
Poultry Fence the only netting which 
fulfills every requirement of modern 
poultry husbandry. They know it 
stretches straight and true from post 
to post under even, uniform tension. 


They know it requires neither top rail 
nor baseboard and, stretches as readily 
to steel posts as it does to wood. They 
appreciate its greater economy. They 
demand it---nothing else will do. 


And, while it is buying time for the 
poultry-man, it also is selling time for 
the dealer. 





U.S. 
Poultry 
Fence 


(PATENTED) 





Timely advertising, attractive window displays 


and aggressive merchandising will 
bring new customers to your store, 
open new accounts and build up the 
profit side of the ledger. 


If you are one of the remaining few 
not already “cashing in” on the con- 
stantly increasing demand for U. S. 
Poultry Fence, start now! Be sure 
to specify U. S. Poultry Fence--not just 
“poultry netting.” It costs no more. 


SAMPLE ROLL FREE. The surest way 
to convince yourself of the superiority of 
U. S. Poultry Fence is by actual compari- 
son. Send today for miniature sample roll 
and descriptive catalog. 


Indiana Steel & Wire Company 





US. 





Dept. H. A. — : 





Indiana 
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HERE ARE ITS 
SALES FEATURES 


Cc. C. S. Bottle Caps are 
made by the company that 
originated them. 





Every cap uniform and per- 
fect—means repeat business. 





Every cap clean and sani- 
tary — means perfect satis- 
faction to your customers. 





Packaged in convenient, at- 
tractive cartons, easy to 
handle—easy to sell. 





A profitable line for the 
neighborhood grocer or 
hardware store. 





Small stock and quick turn- 
over. Backed by the service 
and the reputation of a 
world wide organization. $ 





CROWN CORK & SEAL CO., 
Baltimore, Md. 
Gentlemen—Mail me special proposition, 
samples and prices on C. C. S. Home Use 
Bottle Caps. 


















hie # 
Sher Ou in 
TLE CAPS 


” HOME USE 





OTTLE Caps were origi- 
nated and manufac- 
tured by the Crown Cork 
and Seal Company—whose 
reputation for quality has 
built the largest business of its kind in the world—are now being 
packaged and sold in grocery and hardware stores throughout 
the country. 


In thousands and hundreds of thousands of homes, caps are in 
demand for use in sealing home beverages. 


This market — and thorough investigation shows it to be a tre- 
mendous one — is readily accessible to an article which possesses 
the selling advantages of C. C. S. BOTTLE CAPS. 


Packaged in attractive cartons for convenient retailing, they are 
also available in bulk packages containing “5O—100—200 gross 
each. The small package for the trial buyer. The one gross car- 
ton for the large user. 


They are being advertised to and sold by retail stores thruout 
the country. You will readily appreciate the sales possibilities of 
this product to your trade. It is an article for which there is an 
immediate demand. Behind it are the resources and reputation 
of an internationally known organization. 





s stock of fast moving staples. They sell and 
jay return you an unusually attractive profit. 


Add C.C.S. and Home Use Bottle Caps to your 
o- 
| Send Coupon for Special Proposition. 


CROWN CORK & SEAL CO. 


| 

| 

| Original Manufacturers 
| BALTIMORE - MARYLAND 

| 


“SANTA aN Se Na Ss hh i 
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Py ,«,-and sells 


A RACK that solves the problem of dis- 
/-\ playing axes in the retail store. A 
sturdily-constructed wood frame finished 
in brilliant orange and decorated in red 
and black. Holds fifteen axes .. . every 
one plainly in view from any angle. 





















A minute of time assembles it. Four 
bolts hold the entire frame securely. 


You could not buy or build a Display 
Rack like this for $10.00. But you can 
get this Plumb Axe Rack through your 
regular jobber for $2.50 with an order 
for Plumb Chopping Axes. 


You know Plumb—the Solid Steel Axe 
that is always advertised in national Farm 
Papers. These axes, on display in this 
attractive rack, close the sales that the 
advertising starts. 


In addition you get FREE a folder- 
service giving instructions on axe sharp- 
ening, and an attractive poster. 


Order Plumb Axes and the Plumb Dis- 
play Rack from your jobber. It will stock, 
display and sell Plumb Axes for you. 


FAYETTE R. PLUMB, Inc., Phila., U.S.A. 


See Offer this unique book 
to your customers 





Here, for the first time, 
is an authoritative 
booklet on axe sharp- 
ening. Prepared by 
Peter McLaren, a 
World Champion 
Chopper. Every axe 
user will want one. \ 
A liberal supply of ee --4 
these booklets is given Orid ( ham): 
you free with the Chon, ion 
_ Plumb Axe Rack. | “Der é 
“4 Also, you get free, the fells how py 
, poster pictured Jour 4aPen 
“J above the Axe Rack. [ 


“a 


Dealer Price, when ordered with j 





Plumb Chopping Axes . . . $2.50 ed 
Including one poster and fifty 
Axe-sharpening folders . . . FREE 
DOUBLE LIFE 


Hammers Ratchets 
Files Sledges Axes 
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The wisest hardware merchants know 
the value of silent salesmen — prod- 
ucts which have the preference of 
workmen and the merit to sustain 
that preference. 


Right merchandise, like Irwin Auger 
“ 6Bits, when displayed in the window 
and carried in stock immediately fixes 
~ that store as a dependable store to 
Z\ buy good tools—and other sup- 
es) plies. Without a spoken word 
AN Irwin Bits say in sign language 
— “Yes, this is a good store 

Iam here—you will find 

other dependable mer- 
chandise here. Come in and see.” 


Irwin Auger Bits have been the 
best sellers of all Auger Bit lines 
for a generation. Every good work- 
man knows their quality, prefers 


x 
\- 








NPAs oak 


Wie tk keels ie 

















off yo 


them and tells others about them. 


Manya workman has gone intoastore 
where Irwin Auger Bits were kept to 
buy other merchandise when not in 
need of a bit. Workmen go back to the 
store where they bought Irwins—the 
good will — Irwin generated — brings 
them in again. 


You know the value of leader lines of 
right merchandise — lines that give 
character to your tool department. 
Theseare thelines thatleadotheritems 
off your shelves. You can make them 
work for you double time, especially 
Irwin Auger Bits. They area necessity 
to and preferred by workmen in so 
many essential volume buying trades. 


The leading bit buyers call for Irwin 
byname. Theyareasked for bycarpen- 
ters, plumbers, electricians, farmers, 
vocational schools and home mechan- 
ics who know of Irwin superiority. 


THE IRWIN AUGER BIT COMPANY 
Largest Makers of Wood Boring Tools in the World 
WILMINGTON, OHIO, U.S.A. 

European Agents: 


Markt & Hammacher 
193 West St., New York City 


Shelves 
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You can sell Irwin 
Auger Bits singly 
or in sets—a bit for 
every need — a com- 
plete set for every 

requirement. 


ty te: — 


[spe 


ty fm , 
4 a 
SS Set 


4 


<7 
<L 


whe 
y 


fini] 














HARDWARE AGE for MARCH 8, 1928 





‘Sieve 3 is a sash cord that will 
save money for you..... 


Mere ~ 
IS 
a iffer HCE 


Sash Cord 


Meee “7 








Say this to your Customers 
and show them 


SAMSON SPOT 
SASH CORD 


CUSTOMER SATISFACTION means Profitable Busi- 
ness for you and for them. Builders are finding it pays 
to use good sash cord in the first place. They should 
carry a stock of Spot Cord. House buyers look to them 
for repairs—which are expensive. 


SAMSON SPOT SASH CORD is 


] Free from bad places and has no waste. 


Fully stretched, and doesn’t drop the weights after 
being installed. 


The most durable material for hanging windows, 
outlasting all substitutes. 


Only a few cents more per house—but it pays the cus- 
tomer and it pays the dealer in profit and satisfaction. 


and as your second grade 


PHOENIX SASH CORD 


Solid braided cotton, uniformly well made, smooth and 
uniform. It is the best value at its moderate price. 


We also make other braided cotton cords, clotheslines, 
and glazed cotton twine. Send for catalog. 


REG. U. ree. Pat OFF. 


9 


SAMSON CORDAGE WORKS 


88 BROAD STREET 


Boston, MaAss. 





TRADE 
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The Internationally Known Roller Skates 


Union Hardware Roller Skates are favor- 
ably known and used the world over. This 
wide popularity, coupled with their unvary- 
ing quality for over half-a-century, makes 
them easy to sell. 


The Union Hardware Ball Bearing Roller 
Skates of today are identical with the first 
roller skates we made, except that the 
wheels have been made self-contained. 


And the rolls are the same, except that the 
bearings now have containers. 


A noteworthy feature is that the trucks oscil- 
late on the best rubber cushions, thus permit- 
ting turning in a three-foot circle. 


The complete line includes patterns and 
sizes for men, women and children. 


If your Jobber does not handle Union Hardware 
Skates, write to us and we will refer you to the 
nearest Jobber who does. We protect our Jobbers. 


ESTABLISHED 1854 





New York Office: 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
151 Chambers Street 


INCORPORATED 1864 
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ell Wheelbarrows 
to the Other 








NLY one out of five householders in the 

es, 7 + typical neighborhood has a modern wheel- 
CBO FE al aie barrow. The others try to limp along with- 
= out—or borrow. Sell these four! 

You can do it with General “No. 100”, the new 
wheelbarrow that General Wheelbarrow Company 
has developed for this very purpose! The advent 
of General ‘““No. 100” has left no excuse for the 
home owner to be without one. 





Make him realize what you are offering him, and 
how little it costs! Not a clumsy, wooden antique, 
but a compact, light, strong, good-looking wheel- 
barrow that quickly proves itself indispensible “all 
around the place”. 


Equally salable for light contracting work. A 
three cubic foot capacity, general purpose, steel leg, 
steel tray barrow, which handles as remarkably as 
it stands up. 


Your spring stock should contain plenty of 
General ‘No. 100’s”. 


Send th fe lete circul General 
“No: 100''and the names of General distributors from GENERAL WHEELBARROW COMPANY 
whom . 
ee Headquarters for Wheelbarrows, Concrete Carts, 
GENERAL WHEELBARROW COMPANY Steel Mortar Boxes, Scrapers, Salamanders 


"Send Gell Saiuaaintlan soot Gananal “No. 200.” 3140 East 65th Street CLEVELAND, OHIO 
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fb wonderful record of sales made in 1927 is another remarkable 
tribute to Allen popularity. Allen established a new high sales 
record over any previous year. 


Such success must be deserved. 


All indications point to another big Allen year in 1928. To meet 
this condition: improvements have been made in design and con- 
struction—Production has been geared up to meet the demand— 
New models have been added. And to back up the whole plan 
of expansion, a tremendously increased campaign of advertising is 
already under way. 


To Dealers of other heaters who have not achieved the success their 
efforts should deserve; and to Dealers who have not yet entered 
this profitable field—Allen offers an interesting connection. If there 
is no Allen Agent in your territory, write or wire today. If you 
have the Allen Agency—plan early for the co-operative campaign 
Allen offers you. 


ALLEN MANUFACTURING CO. 


Stove Specialists for a Quarter Century 
Nashville, Tennessee 


Distributed from stock 
in the following cities: 


Boston Minneapolis Portland 
Syracuse Spokane Grand Rapids 
Des Moines St. Joseph Seattle 

allas Milwaukee Columbus 
Harrisburg Missoula San Francisco 








1 ' 


Allen messages in National, Sectional 
and State Publications will be read 
by more than 50,000,000 people. 


Oldtime Fireside Cheer. 
Heat Radiating Fins. 
Exclusive franchise. 


A co-operative sales and advertising 
plan to help you get your share. 




















Oldtime Fireside Cheer — the 
biggest sales-winning feature 
ever incorporated in an above- 
the-floor furnace—is an Allen 
Patent: Patent Nos. 69,731— 
1,604,869—16,677. Trademark 
No. 202,578. 
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Stock Turn of 


NICHOLSON 
FILES 


"OLS. 
SSe% + -A File for Every Purpose 


Usa 


(TRADE MARK) 
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AS every hardware dealer knows, rapid stock turn 
results in reduction of fixed charges, a more active 
sales force, less depreciated merchandise and the 
ability to take cash discounts. 


Used in connection with our 1928 National Adver- 
tising, the dealer helps shown above will assure you . 
of a rapid turnover of NICHOLSON Files and more 


people in the store. 


The group includes two full color cutouts, color book- 
lets and folders, lantern slides and brass signs. It cost 
time and money to produce these sales helps—but 
they are free to you on request. 


NICHOLSON FILE CO. 
PROVIDENCE, R. I., U. S. A. HOLS 
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HE Fireplace Radiona will place your stove 
business ahead of any competition in the 
cabinet heater field. In appearance—heat- 
ing ability and price—-nothing approaches this 
outstanding home warmer. 












Many features influence stove buyers to make the 
Fireplace Radiona their final choice. The large 
feed door takes big chunks of soft coal or wood 
—also burns hard coal and coke. Many other 
sales deciding features, including a new degree of 
beauty in heater design and finish. Leading | 
stove merchants have found the Fireplace Radiona | 
their biggest heater seller. There may be an op- | 
)portunity for you in our dealer line-up. Write for | 
details. 


Rock Island Stove Co. 


ROCK ISLAND, ILL. 
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[LUBRICATING po Cartridges 


“Bullets 
of Gold 


All Western Rifle and Pistol Cartridges 
Are Now Made With Lubaloy Bullets 


One look will convince your customersthat _ principal objection to ordinary lead-bullet 

these are the cartridges they want. The — cartridges. Can be dumped out of = 

lead bullets are coated with Western's pat- carton without soiling hands or _ 

ented Lubaloy (lubricating alloy). They  ¢ts. Lint and grit cannot stick to i 

glisten like “Bullets of Gold” ...andshoot 29d get into the gun. Surefire, non. 4 
as shee Sah corrosive | pr B prevents rusting 

poles, y pitting and corrosion of the bore. 

Western Smokeless Lubaloy cartridges are With all these improvements 

free from the grease which has been the Western Lubaloy cartridges :— 


— Cost no more than ordinary lead bullet loads 


Consumer advertising on the new cartridges will be- 
gin after the trade has had an opportunity to stock 
them. * * Shipments to jobbers will begin April 
1st. Get your order in now! 


Lubaloy-coated bullets will revolutionize the cartridge business, 
just as Super-X and Xpert replaced the older types of shotgun shells. 
All of these developments have been seibient be the same West- 
ERN experts who gave sportsmen the popular Western Lubaloy 
jacketed high-power cartridges, the deadly bont-tails and Open-point 
Expanding bullets, the .38 Special Super-Police cartridges, and 
Super-X and Xpert, the outstanding developments in shotgun shells. 


WESTERN CARTRIDGE COMPANY, 377 Hunter Ave., East Alton, Ill. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 


“Outsells hecause it Outshoots” Hand l e / 
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Here’s the Winning Combination 
that Enables You to Sell More Shells Ws 4 » cS 


Each shooting season finds Western 
Super-X and Xpert shells in greater 
demand. 


The long-range Western Super-X load 
keeps on increasing in popularity with 
duck, goose and turkey hunters. The 
Short Shot String of this famous shell gives 
clean kills at 15 to 20 yards longer range 
and enables the shooter to get more game! 
More pellets reach the bird! The shot 
charge is controlled so that the pellets 
travel through the air in a compact mass, 
instead of sttinging out. 


In quality and performance the Wesrern 
Xpert shell is the equal of any quail and 
rabbit load on the market—yet it is low in 
price! Western Xpert- gives you larger 
volume because it is preferred by so many 
small-game shooters and trapshooters. 
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With Super-X and an 

shells in stock you carry 

a minimum investment and a simplified 
line, yet are in position to supply every 
shooter's requirements. 


Western offers you the strongest line-up 
in the ammunition field . . . Exclusive de- 
velopments in rifle, pistol and shotgun am- 
munition .. . and a Big Advertising Cam- 
paign in the national publications that 
sportsmen read most, and in farm papers, 
railroad magazines and magazines for boys. 


If you are not already a Western dealer, 
write for the name of your nearest WesTeRN 
jobber. Plan to make 1928 the biggest am- 
munition year in the history of your store. 


WESTERN CARTRIDGE COMPANY 
377 Hunter Avenue, East Alton, Ill. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 
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there is an active 
market for 


The perfect anti-freeze 


EVEREADY 


PRESTONE 


Trade-mark 
(ETHYLENE GLYCOL) 


For the preparation of anti-freeze solutions as 
covered by U. S. Patent 1213368 


EVEREADY Prestone is steadily gaining 
in popularity. As fast as motorists learn 
of this safe, permanent, trouble-free pro- 
tection against winter temperatures, they 
are discarding ordinary mixtures and 
solutions, and trusting the safety of their 
cars to the one perfect anti-freeze— 
Eveready Prestone. As long as cold 
weather continues there will be new cus- 
tomers for Eveready Prestone. Be sure 
you have a stock of Eveready Prestone 
to supply the continually increasing 
market for this new Eveready product. 
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As long as 
cold weather lasts 











Eveready Prestone, the safest 
anti-freeze 

Eveready Prestone will not boil off and it 
never deteriorates in use. A car with the 
proper amount of Eveready Prestone in 
the radiator is always safe froma freeze- 
up. There is no alcohol or glycerine in 
Eveready Prestone. It is a distinct chem- 
ical compound. It is harmless and safe 
touse. No danger of overheating. 


Every Eveready Prestone dealer 
should urge his customers to have the 
circulating system gone over to be sure 
of tight joints and freedom from leaks. 
Then one supply of Eveready Prestone 
will mean security and peace-of-mind all 
season for the winter driver. His Ever- 
eady Prestone will be an economical 
long-time investment in insurance against 
a frozen car. 

Be sure you have a supply of Ever- 
eady Prestone on hand as long as cold 
weather lasts, for motorists everywhere 
are continuing to change to this better 
protection. 


Manufactured for 
NATIONAL CARBON COMPANY, Inc. 


New York 


Atlanta Chicago 
By Carpipe AND CARBON CHEMICALS CORPORATION 


San Francisco 
Kansas City 


Unita of Union Carbide and Carbon Corporction 
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NEW PERFECTION 
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New ranges sell on sight 


Dealers enthusiastic over quick 
sale of the new Perfection Ranges 


But let them tell it: 


“The No. 339 range will sell to any 
one wanting a really beautiful oil 
range that will perform like a Lo- 
comobile’’, says O. H. Six, Lyons, 
Kansas dealer. 


Crate to Kitchen in 30 Minutes 


‘‘Weare pleased to inform you that 
it was sold in less than 30 minutes 
after its arrival at our back door!”’ 


Sold Within a Few Hours 


Wyandotte Furniture Company, 
Independence, Mo. placed a 
No. 339 on display, sold it in a 
few hours, ordered another,-sold 
that, and has now ordered five for 
prospects and one for display. 


“I sold the first range I bought, 
the second day it was on display.” 


Sold in 20 Minutes! 
“Send me a No. 279”, says J. W. 
Laningham of Goree, Tex. “‘I sold 
the first one in 20 minutes after 
receiving it.” 

Sold Before He Got It 


Martin Licht, Romeo, Mich. dealer, 
sold his first No.339 before he got it. 


Wife Took It Away From Him! 


Janney Bros. at Trilby, Ohio,did the 
same. And Mrs. Janney grabbed 
the next one for her own use! 


Re-orders Speak Louder 
Than Words 


Repeat orders are coming in from 
every direction. Other dealers are 
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No. 249, Puritan range, same 
design and finish as No. 279. 
New Giant Puritan burners. 








No. 1737, popular-priced stove. 
Silver-gray Perfectolac finish. 


Turquoise chimneys. 






making quick sales 





Sold Next Day 
““Giveime one each 
of the No. 279 and 
No. 339 ranges”, 
says Mr. Hicks of 
Liberty Hardware 
Co., Merkel, Texas. 
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This is why they sell 


HESE are the features that are 

sellingthe newline: Full porcelaiz 
enamel finish, snow-white, silver-gray, 
dove-gray ... New designs... New 
burner arrangement... Accurate heat 
indicators ...Clean,intense heat from 
Superfex, Perfection, Puritan or Pres- 
sure-gas burners... Built-in, enamel- 
lined ovens... Removable enamel drip 
pans...Enclosed cabinets below 
burners... New, light-colored lacquer 
finish, Perfectolac, on flat-top stoves.. 
All of these features backed by a 40- 
year-old reputation for good service. 


these new stoves. 
So can you. Put 
them “Up frontand 
in the window”, 
and watch them go! 
PERFECTIONSTOVECO. 


Cleveland, Ohio 
P 3 








and big profits on , 





No. 753, Pressure-gas cabinet 
stove. Silver-gray Perfectolac 
and porcelain enamel. 





No. 339, same design and finish 
as No. 279. Giant Superfex 
burners. 
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The World’s lowest-priced — 
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THE NEW AGITATOR 





THE ONLY MANUFACTURER IN THE INDUSTRY OFFERING A COMPLETE LINE 
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OF WASHING AND 


Washing Machine 


Here’s the Story of this Great 
New Washer at a glance 


PRICE 


A price and a price plan that enables you to “write 
your own ticket.” The very plan you have always 
wanted. And this remarkable washer is the world’s 
lowest-priced quality washing machine. 


QUALITY 


Thor quality, made famous in over a million 
homes. Quality that has set world records for 
longest life and lowest upkeep. A lifetime washer 
—with nothing to work loose and rattle, nothing 
to get out of order, nothing to require service. 
Built from top to bottom like a battleship. 


BEAUTY 


That wins women on sight. East India Buff and 
Ebony color combination designed by a famous 
interior decorator. Color that blends harmoniously 
with any kitchen or laundry color scheme. “Beauti- 
ful,” women say of this sensational new washer. 


SPEED 


Washes clothes sparkling clean as fast as any 
washer built — faster than most washers — and 
without injury to clothes. Extra-turbulent action 
of agitator makes rubbing clothes unnecessary. 


CONVENIENCE 


Big capacity—compact in size—occupies space only 24 inches 
square. Has fewer parts than any washing machine built, 
practically eliminating need for service. Round enamelined 
tub that cannot rust, rot, chip or corrode. No corners to 
clean. No spots where dirt can gather. Most sanitary type 
built. Direct gear drive—no belts to slip or break. Unique 
rubber soft-cushion roll wringer that won’t break buttons 
—eliminates old wringer troubles. 


big industry-leading Thor plan for 1928 is winning dealers in every section 

C of the country. In addition to this sensational new leader Thor offers 

you for 1928 the only complete line in the industry, including the famous Thor 
Cylinder Washers—4, 6 and 8; Thor Automatic Electric or Gas Ironers for apartments, 
homes and laundries; Thor Vacuum Cleaners and Thor Commercial Laundry 
Equipment. Hurley Soap is another tie-in and money-maker for you. You are in 

this business to make money —this is your opportunity to make more. 
Write or wire us today for full details. 


HURLEY MACHINE COMPANY 
2and St. and 54th Ave., Chicago, Ill. 

New York Chicago San Francisco Toronto London, England 
Products distributed throughout the world by the 


International General 


IRONING MACHINES FOR HOME AND 


lectric Organization 


INDUSTRIAL USE 














* recomcuues — HARDWARE AGE for Marcu 8, 1928 








A Good Buy Forever 


@BEHON'T think for a minute we believe that 
pw what goes on around New York is 
4) typical of the whole country, but here’s 
Pic something experts tell us is going on 
" all over the United States. 

Not long ago a friend of ours was looking at houses 
in the New York suburbs. He was looking at 
contractor-built houses—didn’t want an architect 
and all the worry of building. To his surprise he 
found ready built houses, spec- 
ulative built houses, ranging in 






Good Buildings Deserve Good Hardware 


in high priced houses, built to sell as fine homes! 
The pitiful part is that for but a few dollars more— 
get that, just a few dollars—the contractor could 
have used throughout the same high grade builders’ 
hardware he used only where it was noticeable. 


Nothing to it—that’s false economy. That’s just 
giving the buyer a chance to feel stung when one of 
the family kicks about the lock on the back door. 
That’s what makes a master builder look like a 
master bilker. And for just a 
small sum there could have 








rice all the way up to $35,000. 

hat’s what we are told you 
can find almost anywhere in 
the country today. 


Now it’s a good house — 
good looking, well built—that 
anyone will pay $30,000 or 
$35,000 for. Even a $20,000 or 
$25,000 house is not the kind 
you see in a cheap subdivision. 
No, sir! These are real homes 
that somebody will buy al- 
ready built, buy without an 
architect being in the picture 
at all, buy because they suit, 
because somebody believes 
he’s getting value. 

The contractor naturally 
builds houses that look well— 
he’s got to, to get the price. 
But he has to do more than 








been good stuff throughout. 


It isn’t as if builders” hard- 
ware were such a large item in 
building a home. We all know 
it isn’t. It’s good business, 
necessary, to consider price 
carefully on many other items 
—especially when service is 
equal. But when it’s a question 
between poor and good hard- 
ware, there’s no argument ex- 
cept as to price. If the cheap- 
ness of the poor hardware wins, 
it won’t be for long, because 
when it fails the owner will be 
downright sore, and wonder 
how the builder had the nerve 
to put any of it on a fine build- 
ing. And if that’s a victory for 
anybody, when a few dollars 
more would have insured peace 




















that to give people their 
money’s worth in houses costing $25,000 and 
up. He’s got to show that the materials in the 
house are good—worth the money he asks for the 
job. So he puts in brass pipe, copper leaders and 
gutters, good plumbing, an oil burner, and, of 
course, Good Hardware-Corbin. Every feature of 
this type is a talking point for the contractor in 
making a sale—and all together they establish con- 
fidence in the seller; confidence the contractor 
wants, because the responsibility is all his. There’s 
no architect for the buyer to turn to—the con- 
tractor is IT. 

But to get back to that friend of ours who was 
looking at houses around New York. He found some- 
thingelse—something about builders’ hardware, too. 


Up front in several fine contractor-built houses 
were high grade hardware outfits—the front door, 
hall doors, living room, dining room, etc. But in 
the kitchen, around the back door, upstairs, even 
on garages, he found many, many examples of cheap 
hardware—poor lock sets, for instance. And these 


P. & F. CORBI 


The American Hard: 


Cc 


for all, then Mexico won the 
World War. Sell Good Hardware-Corbin—for use 
throughout the houses you equip. Tell contractors 
of it. Urge them to use sturdy, staunch hardware 
everywhere on the property. Explain “What a differ- 
ence just a few cer'ts make” in builders’ hardware. 


This picture shows some items in one Corbin de- 
sign. They were chosen to fit a style scheme. This 
time it happens to be Spanish—you know, stucco 
houses, red tile roofs, graceful iron work. That’s the 
kind of home it’s meant for. It fits the scheme. It 
has to, because it is reproduced from fine old origi- 
nals that were on old Spanish houses—old houses 
that are the models for modern ones. This hardware 
is right. You can get Good Hardware—Corbin—in 
any item, in all items, to fit a Spanish type of home. 
And yet, that’s just ove design, one style. Corbin 
makes many—all complete in every item. And 
Corbin makes good cylinder locks and door checks, 
too—all Good Hardware—Corbin. 


“Good Buildings Deserve Good Hardware- 
Corbin” —throughout. 


since NEW BRITAIN 
1849 CONNECTICUT 


D ion, Successor 





New York 


Chicago 


Philadelphia 
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The WITT Line 


includes Ash, Hoist- 
ing, Roller and Oily 
Waste Cans and Gar- 
bage Pails in a wide 
range of sizes—a style 
and size to meet every 
requirement. 
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| eee Your Can Sales and Profits with 


WITT CANS ies 


The BRIGHTON 


For more than a quarter century, the WITT label has made a _ of hm —_ 
lasting impression upon millions of buyers. Pails is and hea the 
This widespread popularity with users, backed by our national po bred ne 
advertising, dealer helps and real co-operation, has year after . durable—and priced to 
year brought increased sales and profits to WITT Dealers. Fe ae 


Sold by leading Jobbers. 


THE WITT CORNICE CO. <, 2114 Winchell Ave. \ Cincinnati, O. 
Can Specialists Since 1899 
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One LorainDemonstrationisWorth | 
a Thousand Words of Selling | 


I’. takes plenty of conversation nowadays to sell most mer- 
chandise. But with an oil cook stove equipped with Lorain 
High Speed Oil Burners a simple demonstration “turns the trick’ 


First, you light the burner. It lights 
instantly. 


Second, show how quickly the Lorain 
Burner arrives at the maximum 
heating point. Demonstrate that it 
is economical in its use of fuel and 
that it does not smoke. 


Third, point out how its clean, clear 
blue flame comes in direct and 
wide-spread contact with the cook- 
ing utensil. 


Fourth, show how the wick can’t be 
turned too high because the pat- 
ented wick-stop prevents. Also, 
show that no further wick-adjust- 
ment is required after lighting. 


Fifth, point to the excellent texture 
of the Lorain Wick, made especially 
for the Lorain Burner. Show why 
it gives more “burning hours” than 
any other wick. Show how the Lo- 
rain Wick can be replaced or cleaned 
without tools of any kind. 


Sixth, indicate clearly the unusual 
simplicity of the entire Lorain Burn- 
er. Show how easy it is for any 


LORAIN 


HIGH-SPEED 


OIL BURNER 


woman to take it apart completely, 
rewick it and put it together again 
within a surprisingly short length of 
time. And the wick is easily re- 
moved—no sticking. 


You can demonstrate these six em- 
phatic points of superiority with the 
greatest of ease and with few words 
—the actual physical manipulation 
is enough to prove your case for the 
Lorain Burner beyond all doubt. 
You simply don’t need “selling talk” 
to sell oil stoves equipped with the 
Lorain High Speed Oil Burner. 


And another point in your favor — 
Lorain Burner Oil Stoves stay sold; 
there’s no “after-the-sale” service to 
waste your time, your temper and 
your profits. Here’s good advice: 
decide to sell Lorain Oil Burner 
Cook Stoves—they afford a wonder- 
ful opportunity to build a fine, prof- 
itable business around a meritorious, 
famous and popular product. There 
are five famous makes listed here 
for your choice. Each line is com- 
plete. Write today for further data. 
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. 1— CLARK JEWEL 
No. 2—DIRECT ACTION 
No. 3—NEW PROCESS 
No. 4—DANGLER 

No. 5— QUICK MEAL 


Many famous makes of Oil Cook Stoves are now equipped 
with Lorain High Speed Oil Burners including: 


NEW PROCESS, QUICK MEAL, DANGLER, 
CLARK JEWEL, DIRECT ACTION. 


AMERICAN STOVE COMPANY 
St. Louis, Mo. 














HARDWARE AGE for MARCH 8, 1928 


JOBBERS 


3 New Products 
Exclusive Territories 


The new mechanical products of this company— illustrated herewith—will very 
shortly be ready for distribution. 


Applications are invited from responsible individuals or firms desiréus of act- 
ing as jobbers or factors in certain specified areas of the United States. 


Communications should be addressed to the Company, giving fullest ° 
details of trade now engaged in and territory covered. 
























THE PATENT “REX” SCREW, SELF-STARTING, EASY AND RAPID DRIVING 


The new “REX” Screw which has a deep square 
recess in addition to the slot. 

The driver (No. 3) fits tight into the square 
recess: the screw cannot slip or wabble, hence 
is easily and quickly driven in. 

The slot allows an ordinary driver to be used 
if desired or necessary. 
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The old-fashioned slot-screw. 
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A cross-section showing the great depth of 

the square recess. This recess, together with 

the plot, is cold punched at one operation. 
e 








The new driver, tapering and pointed, fits oon 
into the square recess in the screw, as No. 5. 






ADAAAAAAee 4 


Showing the driver fitted into a cross-section of screw. This readily explains how and 
why it is so easy to drive the “REX” screws; why there is no slipping or wabbling, 
and why it is very rarely necessary to bore holes before starting to drive. 


MECHANICAL 


Metropolitan Building, 























HARDWARE AGE for MARCH 8, 1928 











|WANT EDI! 


e 


Ready for Market 


/ Being Assigned 


THE PATENT “REX” AUTOMATIC LOCKING-NUT 


The outstanding feature of the 
“REX” lock-nut is its utter sim- 
plicity. There is not a single ad- 
ditional part. 


The nut is slotted—spirally, the 
effect heing to transform it into 
a huge lock-washer, having all the 
strength and solidity of a solid 
nut, together with the resilience 
of a spring-washer. 


; 


The nut is cut off the bar slightly 
away from the vertical position, 
causing one section of the surface 
to engage before another. In the 
illustration it is seen that the top 
part of the nut A is just making 
contact, whilst at the bottom B 
it is a full turn away. To bring 
the whole face of the nut into 
engagement, the nut is turned for- 
ward still further, the effect being 


ceeenamenane 





to close up the slot, thus causing 
the threads of the nut to grip 
tightly the threads of the belt. 


This compression is at 7 different 
points, all equi-distant and extend- 
ing from the front to the back of 
the nut, and all round it, every 
thread being affected. 


The nut is made of spring steel 
(a special formula) and expands 
to its normal position when the 
wrench is applied for removal. 


All spring-washers, check nuts, or 
other aids, are abolished, and real 
safety is assured, as the nut is 
impervious to all vibration. 


It is impossible to strip threads 
on the nut or bolt as the slot 
takes up all strain. 


THE PATENT “REX” AUTOMATIC LOCKING COTTER-PIN 








1 2 3 ‘4 
1. A cotter-pin of the ordinary type. The two sides must be forced 
apart and bent back. 


2. A cotter-pin of the new “REX” type. The two sides are off-set, 
introducing a natural spring. 


3. The parts in solid black are cut or ground away by automatic 
machinery, leaving :— 


DEVICES, INC. 


260 Tremont St., Boston, Mass. 





6 


The finished pin, pointed, and with a projecting shoulder. 


Showing contraction of the two sides as the pin passes through 
hole in bolt or other article. 

The pin in position, securely locked by the projecting shoulder. 
Removal is effected by merely compressing the two sides by 
means of pliers, allowing pin to be withdrawn, to be used over 
and over again. 
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MILLERS FALLS 
TOOLS 


For instance — LEVELS. 
MILLERS FALLS makes a 
line of levels to fit both purses 
and purposes. Practical expe- 
rience tells us how to make 
what your customers want. 






Level Out Your Buying 





TANDARDIZE on MILLERS FALLS Tools. Ten 
complete major tool lines, offering every essential 
range of price and quality. 


You have found it pays to buy from well established 
concerns. Increase that profit by confining your buying 
to the fewest possible sources of supply. 


ONE responsibility behind the majority of the tools you 
sell—one salesman to see, one order to give, one ship- 
ment to check, one bill to pay! 


Quality throughout to justify your efforts, and a price 
to make them successful and PROFITABLE. 


CARPENTERS’ WHITE PINE LEVELS, Red Finish 














White Pine Levels 


Neat, light weight, inexpen- 
sive levels. Plumbs and levels 
furnished with protected 
glasses. Accurate and de- 
pendable. Handsomely fin- 
ished in weather-proof red. 








Solid Mahogany Levels Aluminum Levels 





Made of finest Honduras 
mahogany, thoroughly air- 
dried and cured. Hand grips 
give uniform strength and 
prevent warping. Three 
coats of weather-proof 


finish. 





Light, sturdy, well-designed 
frame. Clear vision of both 
plumb and level dials. Lev- 
eling surface, ends, and cir- 
cular openings enameled 
red. 


MILLERS FALLS COMPANY 


NEW YORK — 28 Warren St. 


CHICAGO — 9 So. Clinton St. 














aa. 
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with MILLERS FALLS Tools 


MILLERS FALLS 












MASONS’ LEVELS 


HE MILLERS FALLS line of levels is complete with twelve different 
styles and thirty-nine numbers, including pine, mahogany and alu- 
minum levels for carpenters and masons. 


Extra heavy glass protects the spirit tubes against dirt, moisture, and 
breakage. MILLERS FALLS levels are of the non-adjustable type — 


an assurance of absolute accuracy. 
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SOLID MAHOGANY, Natural Finish 


“—@ Or: . OD) 
WHITE PINE, Red Finish 


OVALHOLE Red Brass Ends 
WHITE PINE ss Finish Brass Bound 
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Mueller “WNeveriose’”’ 
threaded rubber hose 
washer — @ sood seller — 
packed in a box—retails 
for 5e. Write for sample. 












MUELLER BRASS CO. 


Port Huron, Mich. 
Three Generations of Brass Making 
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An expensive automobile is not safe without Brakes 


that GRIP. 


A nail hammer can be made of good steel, have a 
good striking face, a tough handle, but if the claw 
won’t grip, no carpenter will buy it. 


Evansville “Molly” Steel and Tested Nail Hammers 
have MILLED CLAWS. 


They GRIP the nail, hold the GRIP and out it comes. 
75% of a Nail Hammer is its Claw. 


“Molly” Hammers have: 


A good MILLED CLAW 
Patented Expansion Lock Wedge 
Patented Screw in Adze Eye 
Patented Hand Fit Handle 

Wax Hole 


Ask your jobber for No. 916 Molly Hammer in 


counter display box. 





ee 


“Molly” Hammers give you a real profit. 


They carry my personal guarantee of satisfaction. 


Yours sincerely, 


President 





Evansville Tool Works, Inc. 
Forgers of Good Service Tools 
EVANSVILLE, INDIANA 


EVANSVILLE “TeSlED TOOLS 
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VEHICLES for CHILDREN 
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There’s Profit for JOY-TOY Dealers 
in this “New Order of Things” 


. 





ELKHART, ; 5 ge) -10) huey 
INDIANA * CANADA 


General Offices - - 





-WASHINGTON, PENNA. 
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NEW HAVEN ARTLARMS 


in Colors 





me RED—BLUE 
Hl ! ef. GREEN—YELLOW 


x 
s 
4 b 
~ Ss a Hi 
~ Id 4/11 SS To Conform with Colors Used in Modern Homes 





NEW HAVEN ARTLARMS are fur- 
nished in Mahogany Finish in addition to the 
above-mentioned COLORS. 





TICK-TOCK, RED 


TICK-TOCK ARTLARMS 


Seamless Metal Case with Moulded Base to Match. 
Convex Krack-Proof Krystal 


Height, 434 inches. Width, 37% inches. 
334 inch Dial, Convex Patented Krack-Proof 
Krystal, Dependable 40-Hour Movement, 
Back Bell, Long Alarm with Shut-off, Seam- 
less Metal Case with Moulded Base to Match. 


TRADE PRICE CONSUMERS PRICE 
PLAIN DIAL _ $1.70 $2.50 
RADIUM DIAL 2.35 3.50 TICK-TOCK, RADIUM, RED 








Ask your Jobber to show you the complete line of NEW HAVEN ARTLAR\ 


in Various Designs and COLORS 


THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 
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EACH ROLL OF CAMBRIA FENCE BEARS THIS LABEL 


CAMBRIA FENCE 


BETHLEHEM STEEL COMPANY 


Bethlehem, Pa. 





Plain Facts 





about Cambria Fence - - 


Cambria Fence possesses every quality 
of a good, durable field fence, with addi- 
tional features that give it exceptionally 
good quality. 

Cambria Fence is made of selected steel, 
heavily coated with zinc. Its hinge points 
keep it uniform, its cut stays are kept firm- 
ly in place by long wraps at the joints, and 
its tension curves keep it taut at all times. 

Cambria Fence retains its newness many 


years, and pays the buyer dividends in 
long, satisfactory service. 

In both material and method of manu- 
facture Cambria Fence represents fine 
fence quality—quality that helps to es- 
tablish the customer’s belief in the dealer’s 
integrity. 

Write to the Bethlehem District Office 
nearest you for our Dealer proposition on 
Cambria Fence. 


Catalog and literature sent upon request. 
Bethlehem Products for Hardware Dealers: 


WIRE FENCE WIRE 


WIRE, BARBED 


Woven Plain, Galvanized, Annealed All Styles 


WIRE NAILS 
Bright, Cement Coated, Blued, Galwanized 


WIRE BALE TIES 
BARS 


SMALL TOOLS 
BOLTS and NUTS 


SHEETS 
Plain, Galvanized, Roofing 





Merchant, Concrete Reinforcing 


BOILER TUBES—Charcoal Iron, Lap-welded Steel 





WIRE STAPLES 


ALLOY and TOOL STEELS 


for every purpose 


DROP FORGINGS 


STRUCTURAL SHAPES 


TIN PLATE 











BETHLEHEM STEEL COMPANY General Offices: BETHLEHEM, PA. 


District Offices: 
New York Boston Philadelphia Baltimore Washington Atlanta Pittsburgh Buffalo 
Cleveland Detroit Cincinnati Chicago St. Louis San Francisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of Our Commercial Products 


BETHLEHEM 












‘Here's a genuine Cee TEE Co 
PLIER for your? ) coun ler 


Now, the guaranteed Crescent CeeTeeCo plier can be re- 
tailed for 25 cents. 





In response to requests from many dealers, we have de- 
vised a means for furnishing a guaranteed six-inch Plier 
to be sold on the low-priced tool counter. 


A new carton, holding a dozen pliers, makes this 
possible without lowering the quality of the tool 
Now you can offer your customers a high-class, 
serviceable plier at a price which is bound to 


mean increased sales. / “id rd S , Bulk 
In ordering from your jobber, be sure to specify i SZ 6 
bulk packing, as the old package is being con- f y, Pac 
tinued at the usual price. The special price ; « / Y * 
can be obtained only through buying at i £e rf . makesit 
least one of the dozen cartons. Any | fo yp ; ble 
order for less than a dozen will be billed ain . poss1 
at the ol ice. cat PA 
esi Pg z. E» ; This new carton, eliminating 
, C. j twelve individual boxes, effects 
CRESCENT TOOL COMPANY . j a saving in packing and freight 
: ; 4 a y costs, which makes the low price 
204 Harrison St. Jamestown, N. Y. i g possible. 
4 y/ : The plier is the same Six Inch 
CeeTeeCo No.Q@H-26 and the 
Crescent guarantee of perfect 
satisfaction or money back ap- 


plies the same as when packed in 
individual boxes. 











Made under the supervision of and guaranteed by the originators of the Crescent Wrench 
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Midiions 0 
Schrader Valve Insides 


and every one made with watch-like precision 


ILLIONS of Schrader Valve f Inside won world-wide popular- 
Insides are giving satisfac- , ity. Today, with every improve- 
tory service throughout the ~ » ment to meet the increasing 
world. Ever since the early al demands of service, the Schrader 
bicycle days, the Schrader Valve AS | Valve Inside is still recognized 
Inside has held air in tires so et eae |, as the most efficient device for 
well that millions of users have i=: holding air in tires. 
hardly given it's thought they =; It is a scientifically construct- 
have depended on its reliable fi: wit ssitviantine eine deh 
service as a matter of course. 3‘ watch-like precision according 
Thus it was through sheer se to sound, proven principles of 
merit that the Schrader Valve a FE air control. 








3 Schrader yh 


Makers of Pneumatic Valves Since 1844. 
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NAMEPLATES 


make a name for your product 











RE they are the symbol by which your 
product is identified by everyone who sees 





it or uses it. NOVAR Transfer Nameplates stay ie 
on your product to carry your name wher- RED 
ever your product goes. They are the final link cm 
in your advertising . . . often the salesmen that This. Novar Transfer 


is helping to ‘make a 


bring the repeat orders. 
name” for Red Edge. 


NOVAR Transfer Nameplates are made in 





full color and are easily applied to wood, gl 
are ; 8 3a Some other Novar users in 
metal or other substances. They are inexpensive, the Hardware Field: 
distinct and durable. Use the coupon below to on 
obtain samples that you yourself may try. Stanley Tools 
NOVAR Trartisfer Nameplates are manufac- Prest-O-Lite 
G I Electri 

tured by Palm, Fechteler & Co., the largest +e 

: 2 te. 4 Westinghouse 
decalcomanie manufacturing organization in Uthilenien : 
the world. Hammacher | 

Schlemmer & Co. 





Timken Bearings 
Remington Arms 
Shapleigh 
Hardware i 











NOV 


* e TELER & *~: 
Th a ns fe I PALM, be i ew _ ansfet Nameplates 
Nameplates send me some 0 ra 
saan 
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Black Cat ! 


But luck still holds -— 


It's dry ! 

















Painted by 
Cushman Parker 


LUCK is not a requirement 

for satisfactory results in the use 
of “61” Lacquer Enamel! An- 
noyance and fear of accidental 
damage caused by pets, children 






Ee 






79 LACQUER 
ENAMEL 


An enamel finish for furniture, 
woodwork and floors. 








meet every decorative need or 
fancy, on furniture, floors and 
















Copyright 
1928, P&L 


in scientific research. It isa 
Pratt & Lambert product — 


you know you can depend on it. 


Free QuarTerR-Pint Can 
Send ten cents to cover packing and mail- 





Luck is a variable quantity at best. Dealers who want to be sure about lacquer, enamel or 
varnish products, depend upon the Pratt & Lambert Line for satisfaction, for building 
business and steady profits. Get the complete details of the P&L Introductory Proposition. 











The use of “61” Lacquer En- 
amel is amazingly simple. Un- 
like some quick drying finishes, 
the rich colors brush on easily 
without laps or streaks. They 
produce a tough, durable finish 
which does not crack, chip or 
peel. Water will not harm it. 

Colorful shades of 61” Lac- 
quer Enamel delight the eye and 


of every conceivable hue. 

“61” Lacquer Enamel is a de- 
velopment ofthese modern times, 
the result of painstaking effort 





“B1’FLoor VARNISH 


The transparent floor finish, in clear and colors, 
which stands the “hammer test.” You may 
dent the wood but the varnish won't crack. 








Save the surface and 
— “you save - : 


Light Gray, Dark Gray, Light Olive, Jade 
Green, Light Green, Dark Green, Brown, 
Ivory, White and Black; also Clear Gloss. 
GuarawTeE: If any Pratt 9 Lambert 
Varnish Product fails to give complete sat- 
isfaction you may have your money back, 
P&L Varnish Products are used by 
painters, specified by architects and sold 
by paint and hardware dealers everywhere. 
Pratt & Lambert-Inc., 114 Tonawanda 
St., Buffalo, N.Y. Canadian address, 29 
Courtwright Street, Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS 
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warms ENCH USERS 





Just Another Reasot 
why you should stock 


B&C WRENCHES 


Forceful advertising is making it Let us send you a copy of our new 
more attractive every day for the catalog No. 30. It will give you some 
hardware dealer to handle the B & C _idea of the profit possibilities in B & 
line of Super Value Wrenches. © wrenches, 


BEMIS AND CALL COMPANY 
125 Main Street, Springfield, Massachusetts 


BEMIS @CALL 
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Better Bolts for Better Products 


Industrial progress is rapid. Yesterday's methods are obso- 


lete today. 


Recognizing this great factor we have sought constantly to 


emphasize The Foster Idea of good bolts and nuts. 


Every method, every advancement of metallurgy, of science 
and a full measure of desire to make good bolts and nuts have 
gone into making better bolts and nuts for better products 
and the name Foster means exactly that. 


THE FOSTER BOLT & NUT MFG. COMPANY 


CLEVELAND CHICAGO 
Union Ave. and East 72nd St. 6249 to 6265 West 65th St. 
Telephone Broadway 0840 Telephone Hemlock 4484 


FOSIER 


Personal Service 






m@™ BOLTS*> NUTS 
iy CAPSCREWS 


w& in Big Business 
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@ SHELL of the YEAR J 














3 
| 


RANGER 


Race ann 
|< 











—MATERIALLY 
HIGHER 
BRASS BASE. 











These features, 
added to the basic 
excellence of Win- 
chester Ranger 
Shells, give shoot- 
ers “more shell for 






















—~IMPROVED 
NEW WIN- 
CHESTER No. 
4 PRIMER— 










their money” than SURE FIRE, 
was ever possible LARGER 
before. STRIKING 

SURFACE. 








OU, as a dealer, know how big an opportunity there is to sell a still better popu- 
lar-priced shell. Lower-cost shooting means more shooting and more shooters 
—-particularly when such a shell offers the assurance of complete satisfaction. The 
higher base (shown above), the harder crimp and a Winchester Primer that is 
even better than before, insure this satisfaction to the user of Ranger Shells. And, 
of course, Winchester uniformity and loading precision have always been embodied 
in the Ranger. These features will be advertised in the April issues of the sporting 
magazines. There’s a big “Ranger” year ahead. Get in on your share. 


WINCHESTER REPEATING ARMS CO., New Haven, Conn., U.S. A. 


WINCHESTER 


TRADE MARK 
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CAUTION 
Look for this Mark 





On Pedal Cars, Convertible 
Baby Walkers and Play Cars 


The following are now licensed to manufacture 
under the successful basic “Kiddie Car” patent 


* American National Co. 
Garton Toy Co. 
Gendron Wheel Co. 
Gould Mfg. Co. 
Hunt-Helm-Ferris & Co. 
Metalcraft Corporation 
Morton E. Converse & Son Co. 
L. B. Ramsdell Co. 

O. W. Siebert Co. 
S. & E. Mfg. Co. 
Toledo Metal Wheel Co. 


This Official Mark 





is proof of license and is your safeguard. Avoid 
liability by insisting on its presence. 


H. C. WHITE COMPANY 


Owners of Patent No. 1,220,038 
North Bennington, Vt. 


NOTE: Our own trademarked Kiddie-Kar, — 
Pedal Kar and Kiddie-Kar Stroller will continu to 
a A ee eee a0 the pont 
your protection 



































Why the Doo-Klip 


Means Increased Sales | 


IT IS FOOL-PROOF, NO ADJUSTMENTS TO BE MADE. 


IT HAS ELIMINATED TENSION NUT, ADJUSTMENTS— 
THUS DOING AWAY WITH NEED FOR BEARINGS, OR 
OTHER COMPLICATED MECHANISM. 


IT APPLIES CUTTING TENSION .TO THE BLADES IN 
PROPORTION TO THE THICKNESS OF THE GRASS TO 
BE SHEARED. 


IT IS SELF-ADJUSTING AND SELF-SHARPENING, WHICH 
ELIMINATES EXCESSIVE WEAR. 
IT HAS HEAT-TREATED, HARDENED, BLUED BLADES. 
IT IS SIMPLE—HAS ONLY FIVE WORKING PARTS! 

The counter display urges the customer to take the shear in his hand 


and try it himself. He quickly sees its merits. Just what he’s needed for 
years. Reasonably priced, too. He’s easily sold. 


Spring is almost here. Get your supply from your jobber now, or write 
us direct. 

*Unqualified Guarantee: If you are not completely satisfied with 
any Doo-Klip we gladly replace it or return your money. 


Send for sample at Dealers’ price—$.90. 
Privilege of return and cash rebate. 


THE ALLIANCE TOY & SPECIALTY CO. 
Dept. D—ALLIANCE, OHIO 




















Exclusive Feature 


As the handle is com- 
pressed and _ resistance 
encountered the bolt 
between the blades is 
pulled into an oblique 
position exerting pres- 
sure upon the slightly 
curved blades at points 
“A” and “Bi? The 


: blades are thus brought 
¢ to their correct cutting 


tension, which increases 
in direct proportion to 
the resistance offered. 





We supply an at. 

tractive counter dis- 

play and numerous 

folders to stimulate 
sales. 
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 Kaievesilik _— Satis? 


STOVER 


‘Red -Spindle”’ 


(Trade Mark) 


DAMPERS 


Actual use has demonstrated the superiority of Stover 
“Red-Spindle” Dampers. The demand for them is con- 
stantly increasing. Increase your profits b handling 
the kind in greatest demand. The “Red- indle” is 
superior because it is made of one piece of selected rod 
—not several pieces spot welded or stamped —— 
Our locking device holds blade rigid with no wo bling. 
When you turn the grip of a Stover “Red-S pindle” 
Damper you are positive blade is firmly set at desired 
position. Though better—they cost no more. 






Note These Outstanding Features: 


Grips: Either coiled nickel plated wire or black en- 
rips: ameled wood. Wood Grips are hammer proof. 
mer - Made in one piece, with end 
One piece Spindle: divided to form prongs for 
holding grips tightly. A decided improvement 
over other dampers. 
Spring: Unusually strong and larger than most dampers. 
Made of non-carbonizing wire, tinned finish. 
Button: Nickel plated. Patented construction prevents 
fay. lost parts when iustalling. 
Finish: Enameled ‘“‘Red-Spindle” to label, identify and 
protect against rust. 
Lugs: Form positive locking device. Hold blade 
rigid. 
Reamer Point: Easily penetrates pipe. 


All these points explain increasing popularity of Stover “Red- 

an” sic ampers. Made in 3 to 12 inch sizes with round 
blades, 5% to 8 inch sizes with oval blades. It will pay 
you to stock them. 


Ask Your Jobber 


STOVER 
REDHEAD 


(Trade Mark) 


[ WMOP STICKS 


Get your mop sticks out of a se’ we Kye Carry 
this new and better stick. Bright red head 
identifies it—gives it real display value. Sells 
at lo proht. Double coated varnish, oak 
finished 48-inch handles. a’, Heads, 
6 inches wide, metal parts cop; ext time 
you order specify tover “Red Head” Mop 
Sticks. They are different and better! 


If Your Jobber Hasn’t Them, Write to 
STOVER MFG. & ENGINE CO. 


Hardware Division 


202 East Street Freeport, Il. 


Also makers of Waffle Irons, Spring Hinges, 










Damper Cli Stove Pokers and Lifters, And- 
be irons on other Hardware Specialties. | 

















hey’ve always 


wanted this Stevens 


repeating rifle ! 


MES and boys all over the country 

have formed a continuous loyal 
following for the Stevens “Visible 
Loader” No. 70 .22 Caliber Repeating 
Rifle. With this light, well-balanced 
arm, the shooter has a number of 
shots at his command without reload- 
ing. And No. 70 is so simply and 
sturdily built that it provides the high- 
est degree of safety in handling. 


When you stock the Stevens 70, you 
open your gun counters to a consider- 
able number of new prospects. You 
give customers a rifle that has always 
satisfied users. And you build up 
steady turnover and good profits 
through many months in the 
year. 


The “Visible Loader” is. 
the lowest-priced all-steel re- 
¢ peating .22caliberrifle on the 


market. 


MODEL No. 70 SPECIFICATIONS 


No. 7o—Slide forearm repeater; visible 
loading. Made for .22 |. r. cartridges. 
Solid frame. Sporting rear sight; blade 
front sight. Walnut Stock. Weight 
4% lbs. Retail Price $13.50. 


Now is a good time to lay in the Stevens No. 7o! 
See your jobber’s salesman. 


J. STEVENS ARMS COMPANY 
Dept. 655 Chicopee Falls, Mass. 


Owned and operated by 
SAVAGE ARMS CORPORATION 


Largest manufacturer of Sporting Arms in the World 


STEVENS 
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REINFORCING 
BEAD 
STRENGTHENS 


CAN AND PRO- 
TECTS SEAM 


gal. size. 


Line of Oil Cans 


Note the one piece spout and the large filler 
opening securely clinched into breast of can. 
They can’t be knocked off. Note the curled edge 
of the cap—no raw edges. 
ing in the body—stiffening the body and protect- 
ing seams from injury. 
diameter on 1 and 2 gal. size—244” on 3 and 5 


The New Delphos Mfg. Co. 
Delphos, Ohio 


\ Their Quality stands out— 
= and makes them sell 





Either hexagon or dome shape 
ean be furnished 


If the price is right, you can sell any product that shows 
outstanding quality. 

Quality stands right out in Delphés oil cans and settles 
the question of sale instantly—for their durability and 
practical features are always recognized and preferred. 
And their attractiveness is further emphasized by their 
distinctive coloring—striped in either red or blue. 


Substantial dealer profit—send for facts 





Note the sturdy bead- 


Filler openings 2” 

















has no competition in the 
Electric Train Field because 
DORFAN has the only en- 
gine in the world that can be 
taken apart and put together 
again. Write for details. 


THE DorFAN CoMPANY 
137. Jackson St. 
Newark, N. J. 


Dorfamy 


TAKE-APART ENGINES 


ELECTRIC TRAINS 


















li Here Are the Important 
NEW Features 
of Our Super-Skate 


1. More graceful lines. 
2. Extra strength throughout. 
3. Wider hanger. 


4. Wider clamps, wedge grip. 
5S. Standard Rink Steel Heel 
(One item), suitable for 
boys or girls. 


Pa “CHICAGG” 
. TRADE MARK REG. US.PAr OFF. 
RUBBER TIRES 
na non 


Rubber Tires and 
Steel Wheels 










National 
Spring 
Advertising 


With the approach 
of the big spring 
roller skating season 
our National Adver- 
tising will bring a 
larger demand for 
““CHICAGO’S.”’ Tie 
up with good window 
displays and distrib- 
ute our free booklet, 
“How | to Roller 


Skate.”’ 
CHICAGO ROLLER SKATE CoO. 
Established Over 20 Years. 
4456 W. Lake Street Chicago, Ill. 


ROLL Rubber ™ A 





Fully protected by patents. 
Beware of infringements. 
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Th eyre / 
score-builders.. 
and profit-makers 

















The ® Brand 


includes a complete line of 
metallic cartridges and a vari- 
ety of shot gun shells to cover 
every possible need. 


High Velocity, the long 
range game getter with more 
speed, greater power for duck, 
goose, brant and turkey 
shooting. 


Target, a superior load for 
game and trap shooting in all 
standard smokeless powders. 


Victor, good quality at 
popular price. 


Each one a leader in its field 
and a profit maker for you.. 








O the recent improvements in Peters Metallic 

Ammunition, another feature of outstanding 

importance has now been added. First it was 
a non-corrosive priming mixture; then the Rustless 
feature in smokeless cartridges and now—Improved 
Semi-Smokeless. 


We are loading in our entire line of Semi-smokeless 
cartridges a new and better powder, the result of ex- 
haustive chemical research and laboratory experiment. 
Rigid tests prove its claim to increased efficiency, 
greater cleanliness and superior all around shooting 


quality. 


Peters Ammunition, with its many new features is 
being advertised extensively in leading out-door, farm 
and general magazines. Dealers can capitalize on this 
advertising, taking advantage of the consumer demand 
created by carrying a complete stock of ® brand 
ammunition, displaying it in their windows and using 
newspaper electros, movie slides, folders, booklets, etc. 


THE PETERS CARTRIDGE COMPANY 
Dept. C- 
R Bseanty ‘Ohio 
Los Angeles 


New York 


ELERS 


AMMUNITION 
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First 
Prize 


for 
Design 
Construction 
Features 
Finish 
Quality 
Service 


TOLEDO 
BLUE STREAK 


Children's 
Vehicles 


AUTOMOBILES 
AEROPLANES 
VELOCIPEDES 
RACE CYCLES 
COASTER WAGONS 
BABY BIKES 
SCOOTERS 

TOT BIKES 

TOY TRUCKS 
DOLL CARRIAGES 
AND THE 
SUNSHINE PLAY LIN 





























HARDWARE AGE for Marcu 8, 1928 








Pa “Nice Next if 


3 Years! 








All over the country US dealers have multiplied 
their ammunition sales. There’sno reason why you 
can’t do the same .. . Read these amazing stories 


ETTER than any words of ours 

are the sales records about which 
these US dealers tell us. Remarkable— 
but not uncommon. You can do what 
they have done. 


Read what these men say 


George Klapp, Muscatine, Iowa, four 
years ago handled but a few thousand 
shells divided among various makes. 
“Now,” he writes, “about 95% of my 
business is US. And my total sales 
have quadrupled. My trade is coming 
in demanding US.” 

Schumacker & Muessig, Inc., Galves- 
ton, Tex., are mighty pleased with US 
ammunition. ‘“‘We,” they say, “have 
increased our sales and, what is the main 
thing, have increased our profits. Sales 
of US shells have doubled in two years.” 


“In 1915 I started with a few cases of 
US shells. The next year I sold ten 
times that quantity. Sales have kept 
increasing from year to year until now 
I am handling several hundred cases a 
year of your shells,” writes in D. 
Rosenfeld of Philadelphia. 

Here is what Hinckley & Garrett, 
Dowagiac, Mich., say about US. “We 
are more than pleased with our US 
shell business this season. It has in- 
creased more than 25% over last year. 
We know and our salesmen know that 

there will be no dis- 
satisfaction in such 
a sale.” 


R. W. Van Peyma of Kansas City, Kan., 
writes: ‘‘I have built a business over the 
counter from a few thousand to several 
hundred thousand a year. I find US 
shells the most dependable loads I ever 
shot or sold.” 


Kilmer and Sons Company, Spokane, 
Wash., tell this story. “In 1919 we 
placed a comparatively small order. Our 
shell business has increased from this to 
over a quarter million at the present 
time. Wish we had a few more lines that 
would show the same increase.” 


And so the stories go. You, too, can 
cash in on the steady, profitable business 
that US customers bring. “Once they 
shoot US—always US,” writes one 
dealer. 


More and more dealers stock US ex- 
clusively. They find it pays. Every 
demand of the customer is met by the 
complete US line. And it’s a quality line. 


Six different shells in a wide variety of 
loads. Every type of metallic cartridge in 
popular demand. 


Our nearest office will be pleased to 
give you full particulars about the US 
line. Write today for our proposition. 


UNITED STATES CARTRIDGE COMPANY 
111 Broadway, New York. 


General Selling Agents: National Lead Com- 
pany; Boston, Buffalo, Chicago, St. Louis, Cin- 
cinnati, San Francisco; United Lead Company, 
New York, Philadelphia; Merchants Hardware, 
Limited, Calgary, Alberta, Canada, and Winni- 
peg, Manitoba, Canada. 





Increased 
Sales many 
times over tn 

y CATS 


























Here they are! 


AJAX HEAVIES—are the last 
word in powerful, long-range loads. 
“Packed with the power of the 
thunderbolt.” 


CLIMAX HEAVIES — high 
power, long range shells at a moder- 
ate price. They meet a big popular 
demand. 


CLIMAX—the standby of a host 
of trap-shot and field shooters. A 
substantial, medium price shell for 
all-round use. 


a 


DEFIANCE—these shells had a 
sales increase in 1927 that was noth- 
ing short of phenomenal. The un- 
questioned leader in the low-price 
smokeless field. 


.22 N. R. A.—World’s champion 
.22 rimfire. The choice of marksmen 
everywhere. 


IMPROVED HUNTING CART- 
RIDGES—These have no equal in 
the big-game field. High speed plus 
adequate bullet weight. Kills clean- 
ly at long range. 


SELF-CLEANING RIM-FIRES 
—Brought out only last year, these 
.22’s have already attained a big 
reputation for both non-corrosive 
ualities and dependable ballistics. 


‘. 











CARTRIDGES - - SHOT-SHELLS 
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AGAIN—A YEAR AHEAD 


more GOLD MEDAL FOLDING , For 


TRADE MARK REG 





For 36 Years the Recognized Standard 








With foresight characteristic of Leadership, 
we introduced, last year, several new lines: a 
steel double bed; a single steel cot; and a line 
of Colored Lacquered Chairs. Every num- 
ber met with the instant approval of the trade 
and were Good Sellers. Again we lead with 


Folding Rocking Chairs 
in Colored Lacquers 


No. 35R 
Arm Chairs 


This is the last word in Comfort and Style. 


a Aerend Makes an ideal chair for Living, Sun and Bed- 


R ‘ = in wide range of 
in wide range of rooms and because it withstands weather it is Crtieeh teamin 


iene unequalled for Porches, Lawns and Camp 35B French Blue 


41B French Blue 
35G Jade Green 
7 uses. 
41G Jade Green 35R Chineee Red 


41R Chinese Red 
i ; : 35X Black 
41X Black There is a piece of Dependable, Comfortable, 3SE Orange 


41E Orange “Gold Medal” Folding Furniture for every 


Same Chair without Rock- need. It pays to be a Full Line Dealer. Seats and backs of Canvas 
ers known as No. 40. with colored woven stripes 


Seats and backs of canvas Make sure you're well stocked. that harmonize with lac- 
with colored woven stripes quered finishes. Rubber 


"mac ~ | GOLD MEDAL C.F. MFG.CQ.| “Aa iS. ios" 
1706 Packard Ave. Racine, Wis. 




















ciel ee 


No. 11F —Reclining Chair. 
For lawn and porch there is nothing 
better. Assures complete comfort; No. 13—Roll Top Table. 
adjustable to three positions. Folds Especially practical for camp 


compactly. Stands weather well. No Foldin or tourist use. Folds com- 
. 8o— g@ Steel Double Bed. Strength tested; ‘ 
extremely rigid. Equipped with special shur-lock leg braces and ee ies ae sturdy. 
indestructible, non-rusting steel fabricated mattress. Folds easily : a aes 


and compactly to only 48”x444"x4%%4”. 


*“Go.pMEDAL” 
No. 3— Tourist Chair. 
Automatically adjusts itself to 


No. 1—The famous “Gold Medal” Folding Cot for home the body, insuring genuine 
No. 5 Stool and No. 6 Chair. or camp. Sturdy wood frame, well reinforced at all joints and comfort. Folds compactly ; 
Light, comfortable, durable. Handy points of stress. Constructed for maximum service with minimum light, convenient to carry, 
for porch, lawn or camp. of weight. serviceable. 
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NEW 


Genuine 
- Meisselbach 
Level Wind 
Reel — $5! 


3 





= D aw Meisselbach skill and facilities could produce such a remarkable 


réel at such a low price. 


The $5 Level Wind has Permo end plates in attractive green, red, brown 
or black (optional), double handle, closed line guide, everlasting bearings 
of phosphor bronze, one-piece reel seat of solid brass nickel plated, brass 
hub, nickeled silver spool flanges—in other words, the same important fea- 
tures as those that distinguish the most expensive reels made. 


Here is a reel that, like all Meisselbachs, will last for a lifetime. There 
is nothing on it to rust, nothing to get out of order. 


Here is your chance to obtain a genuine Meisselbach with all the latest 
improvements and refinements, a reel backed by a 40-year reputation, and 


all for $5. 


Here's the ideal leader for your 1928 line—popular price, attractive 
appearance, remarkable value, a famous name. See your jobber or write us 
today for samples, discounts and full information. 


The A. F. Meisselbach Mfg. Co. 


Division of The General Industries Co. 


Elyria, Ohio 
Far gt as Representative Southern Representative 
Phil. B. Bekeart Co. Louis Williams & Co. 
717 Market Street : 
Nashville, Tenn. 


San Francisco, Calif. 
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YOU can sell 
TheNEW BRIGHT, STAR Flashlights 











< Supreme é Guery Jest > 








Because— 
1. The greatest array of new dis- 
tinctive features ever incorporated 
in one line! We invite the most 
critical comparison. 
2. Retail price is considerably lower 
than any other well-known make in 
the market. 
3. The colored display carton is an 
attractive sales accelerator. 
4. Sustained, fair profit to dealer 
with minimum sales _ resistance 
means greater income against lower 
overhead. 
Dealer’s cost $6.75 per complete 
unit—consisting of 6 lights (300 ft. 
Focusing Spotlight or General Util- 
ity Flashlight) and 24 Bright Star 
No. 10 Single Cells:— 
6 lightscomplete retail at $1.45 $8.70 
12 Extra Cells for replacement 

sales at $0.15 


Dealer realizes 


—and now the 
Junior 
Bright Star 


Retail 
complete 


with Battery 
Ready early in March 


—in a new display containing 8 of 
these compact, rugged, efficient 
lights; with 16 extra No. 11 cells for 
replacement! The display costs you 
$6.75—sells for $10.24—pays you a 
liberal profit! 
Remember—BRIGHT STAR has 
not increased its prices! The con- 
sistent sales policy followed here- 
tofore will be continued for the pro- 
tection of BRIGHT STAR dealers. 
The new Bright Star Flashlight 
Catalog is just off the press—write 
for your.copy today. 


Bright Star Battery Co. 
Makers of the famous Bright Star 
Flashlight Products, Radio 
Batteries and Dry Cells 
Hoboken, N. J. 
Branch: Chicago, Ill. 


LOOP HANGER 
General Utility Flashlight 
LSupaome it every Teor ii 


EIGHTEEN YEARS BUILDING THE QUALITY LINE’ 
a EEEEEinthl 
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Sales of the 
FULTON GUN 





retail, it is a real 
profit-making 
leader. 


EALERS and shooters are 

appreciating more and 
more the value and true worth of 
this hard-hitting, well-made, low- 
| priced double gun. 


The Fulton is a first class all- 
purpose gun, built for the great 
mass of shooters who demand 
both high quality and low price. 


Each gun is the product of 
master craftsmen—and nearly a 
half-century’s gun making experi- 
ence. 

Your racks should be stocked 


with Fulton Guns. They'll sell 
quickly! 


Specifications: 26, 28, 30 and 
32 inch barrels, bored to 12, 
16 and 20 gauge. Box Frame. 
Two triggers. Well-finished 
walnut stock and hand- 
checkered half-pistol grip. 


Order now for Fall delivery, or, 
if you are not familiar with Ful- 
ton Guns, write for prices and 
complete details of dealer rela- 
tions. Ask for Catalog C86. 


Hunter Arms Company, Inc. 
FULTON, N. Y. 
McDONALD & LINFORTH 


PACIFIC COAST REPRESENTATIVES 
CALL BUILDING SAN FRANCISCO, CALIF, 


Export Office: 50 Church Street, New York City. 



















Every Little Girl 


Your Saleswoman 





Cooking and ovntg, Sap electricity, just like mother’s big range, 
Empire Miniature Electric Ranges capture the hearts of little girls. 
Empire Electric Ranges earn parents’ approval. They are safe; 
they use light socket electricity; they are educational; they are 
economical. There is a complete line, the B-27, the B-26 and 
the B-25. Ask for a catalog on these and other Empire Elec- 
trical Educational Toys today. 






METAL WARE aa 
44 2 
CORPORATION 4 < DEB TWO RIVERS, WIS. 
Chica jo San Suanetece 
St. Louis Minneapolis 


EXPORT DISTRIBUTORS :— 
International General Electric Co. and John H. Graham Co. 


SOLD THROUGH JOBBERS 








A National Selling 


Force for Your 


Sporting Goods 


‘Hardware Age is read by the 
hardware jobbers, their livest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 
towns and cities. 


Regular selling messages in the 
Sporting Goods Issues of Hard- 
ware ee We one you gain co- 
operation in selling your sporting 
goods from a body of merchants 
of country-wide location and 
highly developed selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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THAT : SETS THE PACE 


GENDRON 
VEHICLES 2 


1928 


























Le “pioneer Line” 


OMPANY ~ FACTORY 
U. S. A. 


e ON - WHEEL =i C 
THE ST, eae: OHIO, 


Just one of the countless new items in 
our 1928 Catalog and another reason 
why Gendron is known as 


“The Line That 
Sets the Pace!” 


the 


4 


Ask for 
Your Copy 
Now 2 


Here you are fellows! The 
biggest and best catalog 
Gendron ever published—a 
complete buying guide you 
can keep on your desk and 
order from during the entire 
year of 1928. Crammed full 
of the very latest ideas in 
wheel goods and playthings 
—myriads of new designs, 
new features and equipment. 
A post card with one word 
“Catalog” will bring it to 
you. Mail it now—before 
you turn this page! 


The Gendron Wheel Co. 
Toledo, Ohio, U. S. A. 


New York Office: 7 East 17th Ss. 


, “Pioneer Line” 
im Vehicles for Children 
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im Line of Archery ; 
Tackle. Write jobber and dealer. 


for free Catalog 


LINE UP WITH PIONEER IN 1928 
HARDWARE DEALERS ARE MAKING MONEY WITH 


PIONEER ARCHERY TACKLE 


Pioneer quality has been responsible for Pioneer leadership. Our line 
Get full infor- . 

f Gction about of small bow and arrow sets, regular Archery Tackle, equipment and 

the PIONEER — gecessories, is manufactured to precision and especially priced for the 


THE PIONEER POLE AND SHAFT CO. 
MEMPHIS, TENNESSEE 














} . A Sensation 


IVES NEW SNAKE TRACK PULL 


Makes Miniature Railway 
Trains Stay on the Track. 


NO JUMPING NO WOBBLING NO WEAVING 
See the Ives Representative before ordering 


MINIATURE TRAINS 


‘ THE IVES MANUFACTURING CORPORATION 
P BRIDGEPORT, CONN. 

200 Fifth Ave., New York, N. Y. 
766 Mission St., San Francisco, Cal. 





NEW 1928 WINNER 
METALCRAFT VELOCIPEDE 


No. 3120—Genuine leather coiled spring sad- 
dle seat, adjustable 
in height from 14 to 
16 inches, 10 inch 
front wheel with 1. 
inch tire, 8 inch roller 
bearing rear w! 
with % inch tires. 


Retails Under $5.00 


Selling big at the 
New York Toy Fair. 
Write for new Cat- 
alog of Children’s 
Vehicles and the 
“SPIRIT OF ST. LOUIS” Aeroplane Construction Set. 


METALCRAFT CORP., 4215-25 Clayton Ave., ST. LOUIS, MO. 











IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 














Are ACTIVE Sellers 
Hardw: regular! lishes 
cia ea of — = by 
hardware dealers who handle toys. 
What these merchants are doing 
you can do. 


Read about these successes and 
par ab we mare Boom 
You'll find that the toy manufac- 
turers are offering the dealer 
worthwhile merchandising helps. 
There is real money in toys. 














Marlin Model 39 


The One and Only Lever Action .22 Repeater 





Nationally 
Advertised This gun has a super appeal because it looks, 
Gén . feels and acts like a big game gun. It gives a 
shooter complete confidence. Accurate to the 
: h I fid A h 
Profit Margin last degree. Shoots 25 .22 short, 20 .22 long 


Order from Your Jobber 
THE MARLIN FIREARMS CO. - - § 


or 18 .22 long rifle cartridges. 


Simple to take down. Easy to clean, 24- 
inch Octagon Barrel. Full Magazine.. Pistol 
Grip. 

Featured in April issues of Outdoor Maga- 
zines. Be prepared to show a man his gun 
when he asks to see it. 


143 Willow Street, New Haven, Conn. 














HARDWARE AGE for MaRcH 8, 1928 











TRADE MARK SEG. U.S. PAT. Gretriae 


AMERICA’S FAVORITE CAMP STOVE 


"THERE has never been any doubt in the minds of the thousands of 
Kampkook dealers, regarding the position of leadership held by the 
American Kampkook. Unprecedented sales the past season and a truly 
remarkable record for satisfactory performance and sefvice have es 
tablished more firmly than ever before, the confidence of these dealers 
in American Kampkook. 


Kampkook leadership will be maintained. New models, new improve- 
ments of practical value, a dominant publicity program and a new low 
price schedule, the lowest prices at which Kampkooks have ever been 
sold, combine to. make Kampkook even more attractive and more pro 
fitable than ever before. 


Write for full information and your copy of 
the American Cut Book which shows a wide 
variety of sales helps supplied to Kampkook 
dealers on request. Address nearest office. 


American Gas Machine Company, Inc. 
4 Factories—ALBERT LEA, MINNESOTA 


Branches: '78 Reape Street, New York, N. Y. 4242 Hots Street, OAKLAND, CALIF, 
= > 


; 
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ROTOMATIC 
FLASHLIGHTS 


ROTOMATIC SWITCH -— it 

rotates —and it locks automati- 

cally, can be lighted only at the 

user’s e the “safety” on 
a 





tteries jit all flashlights and make them better 


~ 


S 


ea Makers of Ray-O-Vac “A”, “B” 
d “e 


The Switch that 
never fails 


e+. means... a faster 
selling flashlight line! 


Everywhere they’re talking 
about — and asking for this re- 
markable flashlight! The new 
Ray-O-Vac Rotomatic — the 
flashlight with the marvelous 
Rotomatic Switch! The flash- 
light leader for 1928! 


The switch, as you know, is 
the heart of any flashlight case. 
Nine times in ten, the life of a 
flashlight is measured by the 
life of its switch... THIS 
switch is built to keep the Ray- 
O-Vac everlastingly in service! 


The Rotomatic principle is 
entirely new, completely differ- 
ent. The Rotomatic Switch is 
a separate, self-contained unit. 
It fits into the flashlight head. 
Not a single part of it is attached 
to the barrel. Unscrew the head 
..-the switch lifts right out! 


How much easier it is to sell 
this sturdy, fine-looking, de- 
pendable flashlight! And how 
much more profitable! 


Customers drop in more fre- 
quently, too, for renewal bat- 
teries. That’s because the Ray- 
O-Vac Rotomatic is so depend- 
able, so convenient—its owners 
use it more. 

Nine styles, four types. Two 
and threecell sizes. Two finishes: 
all nickel with black Bakelite 
Switch or black Duco with red 
BakeliteSwitch and nickeltrim. 


Full pages in color in The Sat- 
urday Evening Post and Coun- 
try Gentleman and national 
newspaper advertisements are 
making this a Ray-O-Vac Flash- 
light year! Orderthe Ray-O-Vac 
Rotomatic Flasblight from your 
jobber today. 


ENCH BATTERY 


Madison, Wisconsin 


~ FR 
SN. COMPANY 
SS 


and “C” Radio Batteries, Ray-O-Vac 
Flashlight Batteries, rp er} Tele- 
phone Batteries and Ray-O-Vac 
Ignition 
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BUILT 


HE finest milk cans to sell—the finest milk 
cans to use’’— that is what you will say 
when you see the new, improved Nesco 

line of milk cans— Milwaukee— Guernsey —New 
Jersey — cans now without a peer in the industry. 


Neck, breast and receiver are drawn in one 
piece. Seams are electrically welded. Hoops 
are shrunk upon breast. Side seam is welded 
and rolled perfectly smooth — so smooth as 
to be almost invisible, making a can which, for 


lasting service and sanitation, is unexcelled. 


The new Nesco lines provide the trade with 
the right merchandise at the right price for 
every dairy or creamery purpose. More 
dollar for dollar value — more and faster sales! 


Ask your jobber for specifications and prices. 


NATIONAL ENAMELING & STAMPING CO.,Inc. 
425 East Water Street Milwaukee 


Branches: Milwaukee Philadelphia 


New York Chicago 
St. Louis Baltimore New Orleans 


Granite City, Ill. 








Swiss Milking 
> 
Nesco Dairy 6s 
: Strainer Pails 
Nesco 
Cream Cans 


Nesc oO 
Heavy Ware 
Dairy Pails 


New Seamless 
Milk Strainer 





When in New York or Chicago visit the Nesco show rooms. In New York 
— suite 510, 200 Fifth Avenue. In Chicago — 346 to 358 West Kinzie Street 





























SILVER 
STEEL 


THE FOUR HUNDRED 
WORLD’S FINEST SAW 





This saw is the standard for excellence. Made 
from “Silver Steel”—Atkins exclusive formula; 
5 gauges taper ground; mirror polish; equip- 
ped with handle of solid rosewood and 
nickeled screws—Perfection Pattern—pre- 
vents wrist strain. 


The cutting efficiency of THE FOUR 
HUNDRED is unquestioned; its use 
among better carpenters is becom- 
ing universal; its design is abso- 
lutely exclusive and distinctive; 
furnished in Regular, or Nar- 
row Ship Pattern. 






Sales and Profits 


Every first class hardware store should stock this 

and other Silver Steel Saws. Your customers are 

bound to obtain SERVICE in all of the ATKINS 
QUALITY SAWS you sell. Se 


For yourself you will receive that “customer friendship” and 

confidence that only Atkins Silver Steel Saws command. 
Atkins No. 401 is the same grade of saw except it is Straight 
Back, and made in Regular Narrow Ship Pattern. 













Write for literature. 
“Pointers,” “Saws in the Home” 
**How to Sell a Saw” 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


E. C. ATKINS & COMPANY 


The Silver Steel Saw People 








ESTABLISHED 1857 






Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y., Indianapolis, Ind. _ Hamilton, Ont. 
Atlanta - Minneapolis Portland 
Chicago New Orleans San Francisco 
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Conventions 


NCE each year retail hard- 

ware dealers gather in 
their respective states to discuss 
their common problems and find 
inspiration and advice for the 
coming year. 
This week you will find reports 
from eight state conventions. 
In scope, they reach from coast 
to coast, as do the problems of 
the trade. 
It will be interesting and help- 
ful to you to learn how retail- 
ers, located over 3,000 miles 
away, are combatting the same 
evils which are troubling you. 


Read What They Say 
About Us: 


“HARDWARE AGE has been a source 
of great interest and education to 
me; I think if more young fellows 
in the hardware business read your 
publication it would make better 
hardware men out of them.” 

(Signed) 
H. ROSS PAEHLMAN, 
Windsor, Ont. (Canada). 


“IT have always been very much 
pleased with your publication. There 
are many good things in it and some 
that are quite interesting, especially 
the letter of Saunders Norvell and 
I hope he will continue to favor us 
with a letter in every tssuc.” 

(Signed) 
THOMAS McCULLOCH, 
Vice-President Turner, Daly & 
Woolworth Handle Co., New 
York City. 
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~ @C.A.8.Co, 


Hibbard, Spencer, Bartlett & Co.’s new building showing rail and water connections 


Long before you are awake—at 2:30 A. M. 
— Hibbard messengers are at the postoffice, 
waiting for the first batch of customers’ mail. 
At 3:00 A. M. our Order Entry Department 
is on the job. At 7:30 A. M. the first “block” 
or group of orders is released and on its 
way through. 

These orders must be filled and arrive at 
the Packing Department by 9:000'clock. One 
and one half hours is allowed for checking 
and packing. Fifteen minutes for the arrival 
of full-package items from other floors. Then 
this block or “train” of orders moves out to 
the shipping platform. 

Nothing anywhere along the line is per- 
mitted to delay this first “train” of orders. It 
must go through on time. For thirty minutes 
behind it is another train; thirty minutes be- 
hind that, another;—and so on all day long. 
Every order moves in its unit. None can get 


A Building Run Like a Railroad 


lost or delayed. In fact our records for 1927 
show that 81% of all orders were shipped the 
same day they were received! 

That your order be thus filled economical- 
ly, completely and swiftly, we have builded 
here for you the largest single hardware 
stru¢ture in the world. 

To obtain speed we have equipped this 
huge structure with a hundred automatic 
labor-and time-saving devices. 

To assure completeness we maintain at all 
times and in all seasons a full line in every 
department. ‘ 

To insure economy we have grouped every 
item under one roof— not in scattered ware- 
houses. Merchandise is handled but once (and 
thus reaches you in good condition)—and 
since this saves us money, the greater service, 
speed and selection you get at Hibbard’s cost 
you nothing additional. 


WATER ST. 


























HIBBARD, SPENCER, RARTLETT & 


211 BAST | 
CoHtScoAS OS 


























: By Llew S. Soule 











GOODS WELL BOUGHT 


into money and without it there can natural- 

ly be no profit. But—if a merchant fails to 
buy the proper goods, at the right prices, and in 
the proper quantities, he cannot possibly make 
money regardless of how capably his selling is 
handled. 

Goods well bought may be half sold, but there 
is no money in half sales. At the same time, goods 
well bought and well sold are absolutely sure to 
pay a profit. 

What is meant by goods well bought? Several 
things. To begin with goods well bought are goods 
which have a market in the merchant’s trade ter- 
ritory. Gas stoves in a district where no gas is 
available, could hardly be called well bought, even 
though purchased at a low price. The first essen- 
tial of proper buying is therefore a knowledge of 
what merchandise can be used to advantage in the 
merchant’s community.’ 

Goods well: bought, must be ordered in the right 
quantities. That means quantities which will sell 
within such time limits as to afford a reasonable 
turnover, and at the same time insure against fre- 
quent stock shortages. Buying in proper quantities 
is a serious business, and deserves very careful 
study. It is estimated that approximately one-fifth 
of the average hardware stock is “dead” from the 
time of purchase; “dead” in the sense that it will 
stay on the shelves long enough to wipe out any 
possible profit. This dead stock is composed partly 
of goods not particularly adapted to the trade ter- 
ritory, but mainly of odd sizes and duplications of 
lines or items. 

This does not mean that the average merchant 
has too much stock. It merely means that he has 
too much of certain kinds and types of stock. The 
fact is, that nearly one-half of the other four-fifths 
of the average hardware stock, under present buy- 
ing methods, is under-bought. In other words, 
about two-fifths of the average hardware stock to- 
day, is in quantities which are not adequate to the 
fulfillment of reasonable community demand. 

This means that approximately forty per cent of 
the average hardware stock is turning properly, 


G int means the turning of merchandise 


making money and holding trade; twenty per cent 
is loafing on the job and boosting overhead; and 
forty per cent is on the fence—that is, it is showing 
a good rate of turnover, but at the same time is 
tearing down prestige and turning customers to 
other sources of supply. 

Naturally, goods well bought must be purchased 
at the best prices available, and from reliable 
sources. Quantity has its effect upon price, so 
goods well bought will be in such quantities as 
will give the best price commensurate with reason- 
able turnover. The good buyer will not be swerved 
to over buy because of an extra five per cent, nor 
will he allow a hand-to-mouth fetish to keep him 
from getting a better price on merchandise which he 
knows will sell freely. Many merchants who com- 
plain bitterly about prices are paying too much be- 
cause they under-buy. At the same time they in- 
crease their gross cost by too frequent orders, extra 
expense of handling, extra freight or express 
charges, drayage, etc. Meanwhile the general over- 
head through added costs to manufacturers and 
jobbers is forced upward, having its effect on 
prices. 

The great danger of a retail merchant’s buying 
lies in the use of snap judgment, rather than calm 
judgment augmented by records. Any merchant 
who has been in business for more than a year 
should from his records, be able to buy the major 
part of his stock intelligently, on a basis of com- 
munity demand, quantity and price. If he cannot, 
then something is vitally wrong with his system. 

The adding of new lines, must, of course, be 
governed by judgment rather than records, but 
records of similar lines will help to form that judg- 
ment. 

Finally, good buying is seldom in evidence where 
a merchant scatters his purchases all over the hard- 
ware lot. Concentration cuts expenses, simplifies 
buying and makes it worth some one’s while to see 
that you get the maximum of worth for your money. 

Buy right, and the chances are ten to one that 
you will sell right. Buy wrong, and any kind of 
selling will be wrong for you. Think it over. 





umber, Smith & Co. 
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Oscar F, Winterstein, 
Vice-President, Mac- 


VERY institution is the 
lengthened shadow of some 
individual. The Macumber, 
Smith & Company sporting goods 
store casts a broader shadow of in- 
fluence by combining the individual 
efforts of two men, Phil H. Ma- 
cumber and S. Howard Smith. 
Both men are particularly adapted 
to merchandising—one as the busi- 
ness manager and buyer, the other 
as salesman extraordinary. Their 
imagination, aggressiveness and in- 
telligent efforts have developed one 
of the most unusual—one might 
almost say unique—sporting goods 
stores to be found in America. 
Oscar F. Winterstein, for. 
twenty-five years a prominent 
sporting goods dealer in Detroit, 
and well known to the sporting 
goods fraternity as being’ associ- 
ated with Joseph A. Marks of that 








Selling Sporting Goods 
in Detroit’s 
Vertical City 


Macumber, Smith & Co. have devel- 
oped one of the most unusual sporting 


goods stores in America. 
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city, is vice-president ; Macumber, 
Smith & Co. having succeeded Mr. 
Marks in the conduct of this high 
grade sporting goods establishment. 

Mr. Winterstein led the United States in individual 
sales of Remington Pump Guns, for the year 1927. 

Located on the ground floor of the General Motors 
Building, the Macumber-Smith store reveals a rare 
attractiveness achieved both in the handsomeness of 
the store itself, in the smartness of the furnishings and 
in the skillful displays of merchandise which are invari- 
ably the only decorative motif of the store. This or- 
ganization has been in business less than a year but 
it is already one of the finest stores of its kind in the 
country. 

The General Motors Building is the dean of 
America’s fine office buildings, having thousands of 
visitors from around the world every day, and very few 
lose their opportunity of seeing Macumber-Smith’s 
store before they leave. 


Here is the attractive entrance to the Macumber, Smith & Co. shop on the main, east 
and west corridor of the General Motors Building. 


The store is L shaped and a large portion of the 
space remains partially concealed to the casual buyer— 
but urged by the lure of attractive gear and tackle he 
wanders deeper and deeper into the store until he dis- 
covers the rear to be a great deal larger and more 
replete with equipment—even supplying a golf rack 
to gladden the eye of the veriest dub. 

The entire atmosphere of this remarkable store is in 
keeping with the elegance which surrounds it. Beautiful 
car show rooms, the most elegant in the country, pre- 
senting every model of the great General Motors line, 
flank it on all sides. Macumber-Smith is distinguished 
by noble company but it holds its own with the suavity 
of the sophisticated sportsman. 

Here is a store that once visited becomes a cherished 
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memory. Successful? Well rather, despite the fact that 
a very limited appropriation for the first year’s advertis- 
ing budget was determined upon. A well organized 
direct mail campaign reaching a discriminating group 
of people is supported by a very modest attempt in sev- 
eral weekly papers to attract its share of attention. The 
use of silhouettes depicting various sports offers an 



































economical and striking means of dressing up their copy. 

It will be interesting to discuss, at a later date, further 
details of operating a very high class sporting goods 
store with its strong appeal aimed at the wealthy sports- 
man, but catering to a growing enthusiasm on the part 
of those who are for the present satisfied to follow in 
their more fortunate associates’ footsteps. 














Even boats are on display in the Macumber, Smith & Co. shop as shown in the upper left picture. 


of the attractive displays, showing the modern fixtures and orderly arrangement. 
In the lower left is shown the golfer’s department, where every- 


which is also wide, sales appealing and designed to serve. 


On its right, is a view 


The center illustration shows another aisle 


thing for the enthusiast can be found. The hunting equipment is in the lower right hand illustration, where guns, ammunition 
and cases are always on display. 
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Shall the Tail Wag the Dog? 


By Saunders Norvell 


VERY man in business, whether he is a manufac- 
turer, a jobber, a retailer, or a salesman, is either 
conducting his business in a constructive manner 

or he is destructive. 

When a business man builds up his business on the 
basis, first, of making a profit for himself and then helps 
his customer make a profit on his line of goods, this is 
building constructively. When, on the other hand, by 
reason of your price cutting, you do not make any profit 
for your own business, and when you lead your cus- 
tomers in following your example to give up their fair 
and reasonable profits, then you are doing a destructive 
business. 

a ie 

Any manufacturer of a well-known, quick-selling line 
of goods—sold in the hardware field all over the United 
States—has an opportunity to study selling conditions; 
and this study, to write frankly, does not always result 
in a cheerful state of mind. However, one must always 
remember and guard against being influenced too much 
by the exception to the rule. Sometimes in the crowded 
business day we are too much influenced by emphatic 
and exceptional conditions—for the time being forgetting 
that these cases are exceptional. 

ee 


We console ourselves with the thought that the great 
majority of the merchants in the industry are safe and 
sound in their selling methods. We console ourselves 
by thinking that they can be depended upon. Therefore, 
we should take up the cases of those who indulge in 
destructive practices in a calm and judicial state of 
mind. We should not allow ourselves to be pushed into 
hasty judgments. We should investigate facts carefully. 
We should practice patience. When we have not the 
power to command or coerce, we at least may attempt 
to persuade. 

* * * 

Taking a line of goods, for instance, on which the 
business of the country is not increasing; suppose on 
this line, by reason of certain natural conditions, it is 
impossible to expect any substantial increase in volume 
of sales; then, as a matter of fact, does it not stand to 
reason that those engaged in the business, AS A 
WHOLE, must make up their minds to be satisfied 
with the same volume of sales? 

* * & 


Now, under such conditions, only two things can rea- 
sonably happen. If these merchants will sell their goods 
without destructive price-cutting, while their volume of 
sales may not increase, at least they will have the satis- 
faction of making a profit on the goods they do sell. 
On the other hand, if they foolishly think that by cutting 
prices they can increase their sales at the expense of 
their neighboring merchants, what happens? Their cuts 
in prices are quickly broadcast over the entire territory ;» 
their competitors retaliate by meeting the cuts or even 
cutting still deeper. And at the end of the selling sea- 
son, it was found that as a whole there has been no in- 
crease in the volume of goods sold—but the goods have 
been sold, instead of at a profit, when the cost of doing 
business is figured, at a considerable net loss. After 


all the money investment, after all the labor—not only 
is there no profit to be shown, but there is a net loss 
for all their trouble. Now doesn’t this, on the face of 
it, appear to be utter folly? 

ee 


Let us first take the case of the jobbers handling such 
a line. The national jobber may gather the idea that he 
can cut prices secretly or by round-about methods. He 
sends his salesman to the city of a local jobber. This 
salesman calls on a retail merchant—possibly just a few 
doors away from this local jobber. The national jobber 
offers some form of concession. The retailer promptly 
conveys the information to the local jobber. The local 
jobber meets the cut rather than have the business taken 
from right under his nose. Then the national jobber 
offers another cut, and the customer promptly puts it 
up to the local jobber to meet the cut or allow the 
business to be taken away. The local jobber wires the 
manufacturer and asks what action he should take. 
Everything at this state of the proceedings is simply 
by word of mouth. It is all gossip or hearsay. But 
naturally, where there is a good deal of smoke, people 
expect to find fire. 

Now if this local jobber hears of several similar cases 
where concessions, either directly or indirectly, are being 
made in his territory, the chances are that he will not 
have the stamina to stand pat. He will become irritated. 
He doesn’t propose to have all the business taken out of 
his territory by what he considers a foreign concern, 
and the chances are that he will meet the cut price and 
continue to sell this line of goods for the entire season 
—on an unprofitable basis. 

* * * 


Now take another angle. Suppose the national jobber 
has made up his mind to maintain the price. His atti- 
tude is that he will be good if the local jobbers will 
behave themselves. Being a national jobber, he main- 
tains tHe position that he has a right to sell goods in any 
part of the country—wherever he can convince a retail 
merchant that it is to his interest to buy goods from 
him. Naturally his salesmen talk about the advantages 
they have to offer in an extensive line of goods, in a 
wide assortment, and many various kinds of selling 
helps. 

Now this national jobber has, in a certain local terri- 
tory, possibly even in the city where he has a local job- 
bing competitor, a customer—where everything being 
equal—who is willing to give him the preference. The 
local jobber, however, because this retail merchant—this 
friend of the national jobber—is in a position to place a 
large order for the goods. In consideration of this order 
and also with a view of keeping the national jobber out 
of his immediate territory, he offers this retailer a secret 
rebate. What is the result? The retail merchant prompt- 
ly advises the salesman of the national jobber. Not only 
is the price cut met, but the salesman of this national 
jobber is authorized to meet any other similar cuts, and, 
of course, we all know when a salesman is authorized 
to meet competition just what happens. It is only human 
that this salesman’s mind should be in an attitude to 
expect competition and to find it even where it doesn’t 
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exist. When such instructions are given, the fat is in 
the fire and profits have gone a’glimmering. 


* * * 


So, unless there is a good deal of backbone and deter- 
mination on the part of both the national jobber and 
the local jobber, 1 the determination not to demoralize 
prices, it is a very simple and easy matter to be swept 
into a situation where all of the profits on an entire line 
of goods will be wiped out, not only for the present sea- 
son, but possibly for many years to come. Manufactur- 
ers have troubles of their own. If they decide it is im- 
possible to keep the jobbers, with their rivalries and ani- 
mosities, in line, they will say to themselves, “Go to — 
go to. Let us have an open market. Why should the 
manufacturer worry if these jobbers, both national and 
local, haven’t enough backbone to maintain their prices 
in the face of a few cuts, then let the whole market 
go to smash! Life is too short to try to work with a 
lot of people whose minds are fixed upon a destructive 
selling policy.” 

és 


On the other hand, as stated at the beginning of this 
article, it must not be forgotten that a very large part 
of the trade are willing to behave themselves. They are 
willing not to push volume of sales at the expense of 
profits. They are willing to be satisfied with their usual 
volume and prefer this smaller volume accompanied by 
a satisfactory net profit on their sales. Isn’t it a shame 
that these few jobbers among national distributors or 
among local jobbers, by reason of their destructive sales 
policy, are in a position to demoralize a whole industry? 
The question is zill the majority of the trade allow them 
to do it? And the answer to this question is that they 
cannot do it if the majority of the trade will stand pat 
on their prices. Even at a cut price, a few local jobbers 
or a few national jobbers will only sell a comparatively 
small part of the total volume in any one line of goods. 


* * * 


Now let us look at this situation from the standpoint 
of the retailer. When he works for a cut price and 
finally secures it, is he benefited? Not once in a thou- 
sand times! Just as soon as he gets the cut price, the 
chances are that the price is also quoted to his com- 
petitor. One house takes one order at a cut price, and 
another house retaliates by taking other orders. The 
market on the goods is demoralized in this retailer’s trade 
territory, and having received a cut price, the retailers 
in turn cut their prices. It is retaliation between the 
retailers. And so retailers in turn do their business 
without any profit. Here, again, we note the curious fact 
that, while the great majority of the retailers are satis- 
fied with the regular prices they are expected to pay, 
and while they are willing to sell their goods at a rea- 
sonable profit, just a few retailers (usually pet custom- 
ers) want the cut price, and having received the cut price 
pass it along to their pet customers. These few retail- 
ers, just as in the case of the few jobbers, are willing to 
demoralize the whole industry. 

Must an important line of goods be sold through- 
out the year at a net loss to the retail trade because a 
few retailers haven’t the backbone to maintain prices? 
The answer is “Yes”—if all the retailers are without 
backbone or have a chocolate eclair for a backbone. I 
know if the majority of the retailers will take the stand 
that, regardless of what is being done by a few re- 
tailers, they will not sell their goods at demoralized prices. 


Just as in the case of the jobbers, a few retailers who 
think they can conduct business permanently without a 
profit, can only sell a small part of the goods that are 
sold, even at their cut prices. 


* *« * 


Now, how about the traveling salesman? All of us 
know what follows from experience—some from a 
happy or bitter experience. No house can pay its sales- 
men very well unless that house makes a satisfactory 
profit on the goods it sells. You cannot squeeze blood 
out of a stone! Salesmen cannot get satisfactory sal- 
aries and bonuses out of a house that doesn’t know how 
to make money. Practically all salesmen, either directly 
or indirectly, work on a profit-sharing basis. No mat- 
ter what their arrangements are, in the last analysis 
they are based on profit earnings. When there are 
no profits, then the salesmen are up against a stone 
wall, when it comes to salary increase or extra payments 
at the end of the year. 

Now, as a matter of fact, the great majority of the 
traveling salesmen all over the country are a level-headed 
lot of men with excellent judgment. They realize just 
as much as anyone else that business to be satisfactory 
and to be permanent must be done at a profit. However, 
among salesmen, as among jobbers and retailers, there 
are a few exceptions which have a hound dog scent for 
cut prices. This class of salesmen would rather dig up 
a cut price and exploit the cut price than receive a gold 
medal for efficiency in salesmanship. Nothing gives 
them more pleasure than to “bear” prices. By tempera- 
ment and by nature they are bears. These salesmen, when 
authorized by their houses, delight in cutting prices. 
When they are not authorized by their houses, they 
will still cut prices and pay the rebates out of their 
expense accounts or even out of their own salaries. 

In the many years of the writer’s experience in han- 
dling salesmen, he finds that salesmen of this class are 
incurable. I have never known one to be cured. You 
find a few of them in every selling organization. If 
they are given rein, they will demoralize just as much 
of the organization as possible; if listened to, they will 
demoralize the sales manager at the head of the organi- 
zation. The problem for the best salesmen of the coun- 
try—for those level-headed fellows who believe in mak- 
ing fair profits—is whethér these cut price hounds are 
going to demoralize the entire industry or not. If the 
level-headed salesman is willing to meet the prices of 
these cutters, then, of course, the industry is going to 
pot. Is there a method to stop the demoralization? 
There is only one method, and that is for the level- 
headed salesmen—that class of salesmen who are the 
backbone of the selling fraternity of this country—to 
stand pat and refuse to cut prices. 

If the best salesmen in the country will do this, then 
these cut price salesmen cannot sell enough goods even 
at cut prices to make much of a difference in the general 
sales of any one great commodity in the United States. 


a a 


After all is said and done, after all the night and day 
thinking we can do on this problem of prices, it all boils 
down to the individual. What are the majority of our 
jobbers, our retailers and our salesmen going to do about 
it? Do they wish price demoralization, or do they wish 
to maintain a basis of profits by which there will be a 
reasonable return to every class of the trade—jobbers, 
retailers and salesmen? 
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This window display of toys was arranged by Donald Myles of the Treat Hardware Corp., Lawrence, Mass. 


Dress Up the Toy Department 
for Easter Gift Time 


only to Christmas as a gift time, it offers one of 
the year’s outstanding opportunities for the hard- 
ware man to exploit the toy department. 

With it comes the additional spur to sales offered by 
the advent of spring. New requirements for the chil- 
dren, juvenile vehicles, new dolls, doll carriages, rubber 
balls, etc., call for attention. Milder weather brings the 
kiddies out of doors where one particular line of toys 
will be needed, yes, demanded. But the many rainy days 
of spring call for yet other kinds of playthings, books, 
trains, more dolls and tiny doll furniture and other toys 
suited to indoor use. 

The first week in April this year will see more toys sold 
than any previous Easter. Toys are now being manu- 
factured in America for American children at a tremen- 
dous rate. The wholesale trade in toys last year is 
estimated at between eighty and ninety million dollars. 
The hardware trade is rapidly getting into this profitable 
line of merchandise. It has been demonstrated to the 
satisfaction of an increasing number of hardware mer- 
chants that toys will bring the parents into the store more 
frequently and the children themselves soon become cus- 
tomers for the other hardware items. Pocket knives, 
sporting goods and other lines share the benefits of an 
acquaintance made through the toy department. 

Easter offers the display man plenty of opportunity to 
make the most of his efforts. The most popular and 
pleasing color to use at this time is probably lavender. 
It has long been accepted as a fitting spring and Easter 


A NOTHER Easter season is.almost here. Second 


color. Its delicate beauty will enhance the toy display 
greatly. A good color to use with lavender would be 
cream, or yellow, and if desired purple may be used with 
equal success, although much merchandise may be found 
that will be suitable as to color. For instance, the little 
stuffed chicks, ducks, and bunnies with their creamy 
down coats would look well. These are, of course, 
merely suggestions and no doubt the toys themselves 
will suggest or determine the color scheme. 

Too much stress cannot be laid upon the fact that toys 
are now an excellent all year item. Before we know 
where we are vacation season will be upon us, with still 
further toy demands from the children. Beach pails, 
sand shovels, etc., kept in stock will lead up to the sale 
of picnic kits, bathing suits, fishing tackle, cutlery, auto 
accessories. They are leaders, these toys. 

In stocking toys it is necessary to remember the price 
range. There are all kinds and conditions of children. 
Their parents are of varying means and they all must be 
taken care of if you are to win their regular trade. One 
hardware merchant starts his toys at 25 cents, going to 
50 cents, and from that point all the way up to $30. In 
this connection it is interesting to note toy departments 
report that high-class toys are today the best sellers. 
The standard of any playing has risen with the standard 
of living for American children. 

Keep the toy stock well balanced. A good selection 
of toys is like any other line, a stimulant to sales. A 
toy department that is allowed to get full of blanks and 

















This interior arrangement gives toys a well deserved importance in the merchandising plan 


‘skimpy looking will be a deterrent rather than a help to 
sales, not only in that department, but in the whole store. 
You never saw a blank in the display tables of a chain 
store. Watch your toy displays carefully and keep them 
stocked. That’s important. Many hardware merchants 
shave found it helpful to group the toy stock according 
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to children’s ages. This saves a great deal of time and 
helps to make the displays more attractive than when 
they are arranged without this thought in mind. 

Toys are profitable and the old idea that they are only 
holiday items should be dismissed, in view of the evidence 
of the many all year toy departments in hardware stores. 








The approximate dimensions of the large engine used in the Wanamaker display at Philadelphia are: 12 ft. long, 4% ft. high 

and 3% ft. wide. This engine is the exact duplicate in every detail of one of the Dorfan engines, and was constructed at a cost 

of approximately $1,000.00. Three other displays of a similar nature were used as follows: Marshall Field Company, Chicago; 

. Jordan Marsh Company, Boston; and L. Bamberger & Comnany, Newark. These displays are furnished by the Dorfan Co., 
Newark, N. J., makers of electric toy trains 



































Those who live in the country are large buyers of fine lawn fences as well as those in town 


A New Vogue Comes to Town 


Changing conditions are compelling the adoption of 
enclosed front and rear lawns in towns and cities 


By ELMER T. WIBLE 


HE new vogue for enclosed lawns and back yards 

in towns and cities opens up a large and profitable 

new fence market for the hardware merchant. 
Fence for the agricultural market is now a large volume 
item and growing larger every year; with the substan- 
tial increase in volume to come from the urban market 
fence becomes an important and attractive major hard- 
ware item. 

There are two outstanding reasons why this new vogue 
for enclosed lawns has come to town and come to stay— 
automobiles and increased populations. With thousands 
of automobiles speeding over our streets and highways 
we must have enclosures where children can romp in 
care-free play, safe from the dangers of the street; and 
as urban populations increase fences are necessary to 
provide privacy and to protect grass, flowers and shrubs 
— vandals, careless pedestrians and neighborhood 

ogs. , ‘ 

Families are realizing the need for fences in town. 
The movement is just getting under. way on a large 
scale. Every new installation of fence brings several 
inquiries from nearby homes. Now is the time for the 
hardware merchant to cultivate this market before peo- 
ple get into the habit of looking elsewhere for their 
source of supply. 

You will be surprised, too, at the amount of fence 
that is needed for city property. The average city block 
or square has an area of about four acres. If it is 
divided into sixteen lots, and each lot is enclosed with 
fence, the total fence required is approximately 5000 
feet, or 300 rods, enough to enclose a farm field of about 
35 acres. Moreover, consider the fact that fence for.city 
property is practically all fence that costs much more per 
foot than farm fence, and the importance of the volume 
of potential fence business from the urban market be- 
comes apparent. 

Retail sales of lawn fence carry a nice margin of 
profit for the merchant. Lawn fence designs are less 
standardized than farm fences, and competition is not 
so keen. The home owner, buying a few hundred feet 


of lawn fence, is willing to pay extra, if necessary, for 
the design of fence that strikes his fancy. This gives 
the merchant an opportunity to take the agency for, and 
popularize some distinctive line of lawn fences and thus 
control a large share of the business in his territory. 

The lawn fence business that you develop in town will 
carry with it other desirable business as well. Farmers 
are buying more lawn fence. They are patterning their 
homes after the best homes in town, and the fence that 
you sell in town will also sell to your farm customers. 

If they come to your store for lawn fence, you can 
also get their business for farm fence, gates, posts, 
barbed wire, tools and other equipment. You can make 
lawn fence a key item that will build sales on many more 
or less related items. 

A great aid to building up your lawn fence business 
in town and making yoursstore fence headquarters will 
be to offer a complete fence service. That is, for those 
who want it, furnish fence, posts, pipe and build the 
fence. If you do not wish to have your own men build 
the fence, you can arrange with some local contractor 
for this work. There are many customers who will pre- 
fer to have you quote a price on the completed job. This 
is very desirable business, not only because your sale 
includes fence, posts, gates, fittings and erection, but 
chiefly because the job is put up right and is a standing 
advertisement that will bring in other jobs of fence from 
the same neighborhood. 

Although we are concerned here primarily with a 
discussion of the town market for lawn fence, which 
includes school and play grounds, athletic fields, parks 
and cemeteries as well as private lawns, we do not mean 
to minimize the importance of other fence business which 
you can have by giving it some attention. Farm fence is 
the old standby for volume, the use of industrial types 
of fences are coming into prominence, and a lot of 
poultry fence is used both in town and on the farm. 
Each of these will receive attention later in these 


columns. 
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Wholesalers of Country Join Hands to Solve 
Common Problems 


All Industries Represented at Washington Conference Where Steps 
Are Taken for Formation of Permanent National Organization 


Ep1tor’s Notg:—The Washington News Letter 
published in Harpware Acs, Feb. 22 issue, 
contained a report of the National Wholesale 
Conference. This report is more complete and 
brings to light much additional information on 
the vital topics discussed. 


HAT is a wholesaler and what 

is his right to a place in the sun? 

These two questions, of great im- 
portance to the rapidly changing condi- 
tions in both the producing and distribut- 
ing industries, were asked and answered 
at the National Wholesale Conference 
which was held recently in Washington 
under the auspices of the Chamber of 
Commerce of the United States. Repre- 
sentatives of practically every branch of 
the wholesale business attended the con- 
ference, and that very fact in itself marked 
a long step forward along the road of co- 
operation and common action, the two key- 
notes of the American business world of 
today. W. H. G. Howse, president of the 
National Wholesale Dry .Goods Associa- 
tion, was chairman of the convention and 
Alvin E. Dodd, manager of the Distribu- 
tion Department of the National Chamber, 
acted as secretary. 

There has been so much loose talk and 
ill-founded pessimism in recent years about 
the position of the wholesaler that if the 
Washington Conference did no more than 
reaffirm the important function which the 
wholesaler plays in the machinery of dis- 
tribution it would have accomplished a 
useful service. But it did much more than 
that. Many things were accomplished at 
the two day sessions and among the most 
significant were these: 

The foundation was laid for a national 
organization, embracing wholesalers in 
every line of business, which could work 
out the solutions of the common problems 
of the industries. 

What those problems are was discussed 
and clarified, and the conferees were heart- 
ened by a realization that they are not the 
only business men in the world who have 
troubles. They learned, and to some at 
least it seemed a novel thought, that re- 
tailers' and manufacturers have got just 
as many woes to struggle against as their 
brothers in the wholesale field. 

The functions of the wholesaler and the 
services which he renders the public were 
outlined and a machinery set in motion 
whereby he may learn to perform these 
functions and services more efficiently and 
more economically. 

A spirit of cooperation was evoked in 
which pledges were given of mutual inter- 





By Edward F. Roberts 
Editor Dry Goods Economist 


change of information and team-work in 
the common cause on a scale never known 
before. 

Such were some of the major results of 
the conference and few business men’s 
gatherings can point to more. satisfactory 
or potentially fruitful results. 

The conference was very far indeed from 
being a mere back-slapping affair or a self- 
pitying convention. The keynote speech 
was delivered by O. H. Cheney, vice- 
president of the American Exchange Irv- 
ing Trust Co., and Mr. Cheney did not 
waste time in flattery or empty phrase 
making but offered constructive criticism 
in which he did not hesitate to blame the 
wholesaler as the originator of some of his 
troubles. He drove home the fact that 
the wholesaler’s function is a necessary one 
but only to the extent in which it is per- 
formed efficiently. 

The essential functions of wholesaling, 
Mr. Cheney pointed out, are buying, ware- 
housing, financing and selling. “In every 
one of these functions,” he continued, “im- 
provement is generally possible because so 
many wholesalers have not yet adapted 
themselves to the multiplicity of trends in 
the new competition. Buying grows more 
difficult every day, and in some measure 
due to the wholesaler’s weakness. The 
wholesaler stands between the manufac- 
turer’s desire to limit styles for the sake 
of quantity production and low costs and 
the retailer’s desire for many styles, sell- 
ing novelty and quick turnover. With the 
growing craze for continuous style changes 
in many lines, both the cause and effect of 
hand-to-mouth buying the wholesaler has 
again missed an opportunity for construc- 
tive economic action. It is within the power 
of the wholesaler in many fields to bring 
together manufacturer and retailer on a 
sensible style program. In the case of mul- 
tiplication of brands, which is driving the 
retailer insane, the wholesaler, too, could 
exercise a rational influence.” 

Mr. Cheney struck a shrewd blow at the 
fallacy that the wholesaler can be elimi- 
nated from the picture through group buy- 
ing and the mistaken ambition of manu- 
facturers to find short cuts to national dis- 
tribution when he said: “Many group 
buyers will realize that paper profits do 
not always come true. Many manufactur- 
ers are learning that to their sorrow— 
more and more will learn that and give 
up their expensive sales forces. Many 
manufacturers are learning that they tried 
to become national distributors too soon— 
that they made the wholesalers who served 





them ‘faithfully the victims of a mania for 
nation-wide business and big splashes of 
national advertising.” 

There was an undoubted tendency among 
the conferees to blame their troubles on the 
growth of group-buying and chain stores, 
and in that at least they were following in 
the footsteps of many retailers. A salu- 
tary and vigorous answer to that com- 
plaint was made by A. Lincoln Filene of 
Boston who, in a straight from the should- 
er talk, told the wholesalers that chain 
stores and cooperative buying were here 
to stay, that it was futile to argue against 
conditions which they could not change 
and that instead of railing against prob- 
lems it was up to them to find the solu- 
tion of them. 

“There is scarcely a department in the 
department store field,” said Mr. Filene, 
“which is not confronted with chain store 
competition, but progressive department 
store owners do not complain of this but 
set themselves to find out how to meet it.” 
Mr. Filene gave a brief outline of how the 
group of large specialty stores with which 
his firm is associated work together in the 
solution of common problems, although 
each is financially independent of the other, 
and suggested that the wholesalers attack 
their problems in similar fashion. He 
mentioned that his association spent $150,- 
000 a year in research work, but this sum, 
large in itself, was only a trifling percent- 
age of the $300,000,000 to $400,000,000 
volume of the associated stores. 

The need of research work and exchange 
of information such as is being done so 
successfully by many retailers was sharply 
defined in the “course of the conference 
discussions, It became apparent that there 
is a great need for exact facts and figures 
in the wholesale industry. Surveys to de- 
termine territorial limitations, establish 
uniform methods of accounting, stock con- 
trol, etc., are vitally necessary, and there 
is every reason to believe that one result 
of the conference will be the taking of 
practical steps toward the accomplishment 
of this work. Permanent committees were 
organized to shape a definite program which 
will be discussed in detail at the next meet- 
ing of the conference, which will be called 
in the near future. In the meantime the 
wholesalers of the country have found the 
one weapon which can cut the Gordian knot 
of their _ problems—Cooperation. Their 
success will depend on how effectively it 
is used. 
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Southern California Hardware Men 
Hold Successful Convention 


T is not unusual for the hardware 
merchants of Southern California 
to hold a good convention, but 

even Secretary Harry Boyd admitted 
that the one held in Los Angeles Feb, 
21, 22, 23 was unusually worth while. 
There was a well diversified exhibit 
of hardware and allied lines, a heavy 
attendance of dealers, a well balanced 
program and plenty of interest in the 
problems discussed. 


President John A. Davis of Los Angeles 
handled the gavel with the ease and ability 
of a veteran and there were no “quiet 
spots” in the program. Meanwhile the 
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presence and assistance of several well 
known characters in the hardware field, 
such as President R. J. Atkinson of the 
National Association, Hamp Williams of 
Hot Springs, Ark., and Llew S. Soule, 
editor of HARDWARE AGE, aided materially 
in making the convention one of the out- 
standing ones of the Southern California 
Association. 

The opening session on Tuesday, Feb. 
21, began at 2 p. m. with President Davis 
in the chair. There was the usual singing, 
and the introduction of guests. After 
which the president delivered his message 
as follows: 

“The hardware business is a very essen- 
tial factor in the commercial world. The 
retailer stands between the manufacturer 
and the consumer. He occupies a very 
important link in the chain of distribution. 
Hardware is an absolute necessity in build- 
ing up the community and a dealer should 
make the hardware business pay, if he 
properly studies his business and uses 
proper methods such as outlined by his as- 
sociation. 

“The National Association has spent 
several thousand dollars in survey work 
in order to give you members expert in- 





formation as to how and why you should 
have your business under control. No one 
realizes the value of business control more 
than I do. These depressed times have 
brought it to me more forcefully than ever 
before, and I say to you, ‘that if your 
company has not the proper set up to show 
the control from week to week, that some 
day your bank or creditors may ask of 
you such information and my advice is to 
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lay your cards on the table to the secre- 
tary of the association and follow his sug- 
gestion as to the proper method of busi- 
ness control records.’ 

“The retail dealer is the purchasing 
agent for his community and he should 
know the needs of his customers. He 
should study the new developments, new 
merchandise and be ready to supply and 
advise his trade at all times.’ He should 
carry a well assorted stock, not only the 
standard items, but a few of the new items 
as well. Look through the February issue 
of Harpware Ace. For instance, you 
will find many items of new character and 
design, particularly in new colors. Llew 
Soule tells us, ‘there is as much harmony 
in a beautiful combination as there is in a 
great musical composition.’ 

“All that is required to make money is 
a new idea and some one to put it into 
practice. What many of us need is new 
leadership, some one that will take home 
ideas and apply them to their own indi- 
vidual business. Many things are said 
about store arrangements, window display, 
neatness and courtesy to customers that are 
of value to the retail trade. I hope that 
something will be said during this conven- 
tion that you may take home and will be 
of value to your busiriess.” 

At the conclusion of the message, Sec- 
retary-treasurer Boyd made his report as 
follows: 

“The retail hardware business is passing 
through a period of adjustment and compe- 





tition, which is becoming more keen, not 
only from within the industry, but from 
without. It will not be long until those 
merchants or rather store keepers who are 
unprepared through lack of knowledge or 
indifference to the situation, will find 
themselves unable to stand the pace, and 
must of necessity liquidate. 

“Tt is therefore all the more necessary 
at the present time for merchants in the 
same line of business, to band themselves 
together in an association so that they may 
better study the constantly changing con- 
ditions and be prepared to meet them in 
the proper way. 

“Merely being the member of an asso- 
ciation is not enough. Each member 
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should be willing to put his best thought 
and effort at the service of his associa- 
tion, toward the end that the problems 
confronting him as well as all hardware 
merchants, may be successfully solved.” 

Secretary Boyd then touched on matters 
of Association Activity such as the Hard- 
ware Survey, Business Control and the 
work of the Hardware Council and closed 
with an appeal for closer study and co- 
operation along association lines. 

The principal address of the meeting 
was delivered by R. J. Atkinson, presi- 
dent of the National Retail Hardware 
Association on “The New Competition,” 
which in part is as follows: 

“Changing conditions have been rapid 
since the late war, in almost every field of 
endeavor. They have taken place by such 
easy stages that we assume them and avail 
ourselves of them in such a gradual man- 
ner that we are hardly aware they are 
here. It seems to us second nature to use 
a car for the convenience of travel and 
delivery, or to listen in on a program 
broadcast by radio from the most distant 
part of the world. 

“We have thought of competition as 
largely a price or value proposition and 
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here.is where we are making a mistake. 
The New Competition is the pressure of 
industry for a larger share of the consum- 
er’s dollar.” Ss. 

“We have seen: large selling units de- 
velép,such as department stores, mail-order 
houses and chain stores and each making 
moregor I¢ss inroads*into a business which 
we Have’ regarded as an inherent heritage 
of ours. What are we going to do about 
this competition? 

“Tfais true that it is a problem and ‘the 
solution of that problem must lie in closer 
cooperation with yourself, more intimate 
relations with your source of supply, a 
closer study of the merchandise and scope 
of the competing forces that you are facing 
and a firm resolve on your part to keep 
your head level, both feet on the ground 
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and work; for work is the real panacea of 
all ills.” 

He was followed by E. H. McGinnis, 
secretary Union Hardware & Metal Co., 
Los Angeles, who spoke on “Financing for 
Profit.” 

Mr. McGinnis stated that -business is 1 
constant struggle to survive, and only the 
fittest do so. If a dealer wants to be suc- 
cessful and survive he must study and 
think, for present-day conditions require 
most careful thought and attention to de- 
tails. He advised the delegates to select a 
jobber and buy 90 per cent of their mer- 
chandise from him, for, he declared, that 
if the retailer’s account was made worth 
while the jobber will take care of you and 
protect you in every way. He will give 
you good service and right prices. Don’t 
set yourself up as a buyer, let your jobber 
be your buyer, for when he understands 
that he is your source of supply, he will 
measure up to your requirements. 

Mr. McGinnis advised the members to 
discount all bills and to refrain from bor- 
rowing from the banks, except in emer- 
gency. He stated that credit should be 
given, but on a strict 30-day basis and in 
conclusion urged that the expense and con- 
trol plan, as proposed by the N. R. H. A. 
be followed. 

Hamp Williams of Hot Springs, Ark., 
was the first speaker of the Wednesday 
session. Hamp talked on “Organization 
and Management” and his practical dis- 











course, interspersed with. wholesome hu- 
mor, was ‘an-jnspiration té*those present. 


Speaking on’the above topic, Mr. Wil- 
liams said, in part: “In the early days price 
did not count for much in buying, but 
things are different now. Merchants must 
fight to maintain their place in the sun and 
they must think and act and their thought 
must always be in advance of those who 
work for them. 

“Jobbers and merchants are in the same 
situation,” he declared, “and when the 
dealer goes, the jobber goes with him. 

“The jobber must continue in the plan 
of distribution or there will be some other 
agency to take his place. Someone must 
collect the goods from the manufacturers 
and distribute them to the retail trade.” 

Hamp Williams had a kind word for the 
jobbers and manufacturers, saying that he 
would not be in business today, if it had 
not been for their aid and cooperation. He 
warned of the danger of too high an over- 
head and paid a compliment to the trade 
press, particularly to HarpwARE AGE 
which, he said, had helped him solve many 
of his problems. He closed his talk with 
a plea for better display, better store ar- 
rangement, better control of business, bet- 
ter trained and better paid employees. 

At the close of Mr. Williams’ address, 
Secretary Boyd took up the matter of 
Business Control. Blanks were distributed 
to the members and each worked out the 
Control Sheet. The subject was ably 
handled and created much interest. 

Llew S. Soule, editor of HARDWARE 
AcE, was the first speaker of the closing 
session on Thursday. His subject was 
“The Hardware Merchant and His Compe- 
tition.” 

In talking about business men, Mr. 
Soule classified them in two parts, the 
pessimist, who is always sure that some- 
thing is going to happen, and the radical 
optimist. “This man,” he declared, “if his 
business is not going well, merely yawns 
and says, ‘Oh, this is only’ temporary. It 
will be all right in a few days.’ 

“It is the sensible, level-headed business 
man who does not always look on the 
black side of things, nor does he allow 
prosperity to put him in the clouds. ,We 
are our own worst business enemies,” de- 
clared Mr. Soule. 

With the aid of a chart, Mr. Soule 
showed how the business man’s working 
hours had decreased since 1900 and how 
his competition had increased. Inefficient 
competition is crowding out many retail 
stores, for they are not fully awake to the 
conditions of the times, he said. He showed 
how the retailer's overhead is constantly 
mounting higher and higher and stressed 
the need of careful buying and of strict 
economy in operation. 

“There is too much so-called service,” 
said Mr. Soule, “for when this service 
costs the customer more than the price at 
which he can obtain the merchandise else- 
where, it ceases to be a service and be- 
comes and expense. When a merchant or 
jobber starts a new so-called service, one 
of two things always happen. Either it 
will not be worth while and will be an ex- 
pense, or it will be so good that all his 
competitors will adopt it, and another item 











is added to his already top-heavy over- 
head.” 

He declared that the biggest problem in 
merchandising today .was to get people to 
think, and he further stated that each 
dealer could afford to raise his employees’ 
salary and lower the cost of his merchan- 
dise, if it did not cost so much to make 
people think. 

Mr. Soule’s address was very much ap- 
preciated, as was shown by the applause 
at its conclusion. 

The final speaker of the convention was 
President R. J. Atkinson of the N. R. 
H. A., who delivered an interesting and 
instructive talk on “Merchandise and Mer- 
chandising.” In speaking on this subject, 
he said: 

“Merchandising is the fabric that your 
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business is built on. It is its outstanding 
factor. The displaying and stocking of 
hardware items is a constant appeal to the 
purchasing public to buy these items in the 
hardware store. Up-to-date merchandising 
means showing the public what you have 
to sell in a way that will make them want 


to buy. The great growth of the depart- 
ment stores was built along these lines 
and in the chain stores. Their methods 


have not been handled by any special dis- 
pensation, but are the outgrowth of study- 
ing methods that produce the best results. 

“There is no logical reason why the 
hardware merchant cannot withstand the 
invasion of competition. The man that 
runs the chain store or department store 
is human, has the same general charac- 
teristics as the retailer. He faces the same 
competing influence in his business as 
you do in yours, but he has succeeded be- 
cause he has thought ‘How best can it be 
sold?’ Keep this thought uppermost in 
your minds if you would have a greater 
success.” 

The balance of the session was given 
over to routine matters, committee reports, 
etc. 

The officers elected for the ensuing year 
were as follows: 

President, F. E. Hendershot, Pasadena, 
Cal.; first vice-president, Carl Messmer, 
Hollywood, Cal.; second vice-president, 
C. E. Lehmer, Alhambra, Cal.; secretary- 
treasurer, Harry L. Boyd, Los Angeles. 
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Virginia Retail Hardware Association 
Holds Eighth Annual Convention 


of the Virginia Retail Hard- 

ware Association was held in 
the Jefferson Hotel, Richmond, Va., 
on Feb. 21, 22 and 23. This was the 
largest convention and the best at- 
tended in the history of the associa- 
tion. There also seemed to be more 
enthusiasm and a greater desire to 
learn than was expressed at previous 
meetings. The exhibit spaces were 
sold out and there were many well 
arranged and educational booths. 
Several dealers registered from the 
Carolinas, also a few from Tennessee, 
and were given a warm welcome. 

Everything was in readiness on 
Monday night for the opening of the 
convention on Tuesday. The attend- 
ance for the first day showed a large 
increase over previous years and the 
following day’s registration showed 
equally well, until nearly 75 per cent 
of the membership was in attendance. 

On Tuesday morning registration 
began and genial Bob Frayser, as- 
sistant secretary, was on hand to give 
a cordial welcome to all and see that 
everyone was properly badged. The 
business session was opened by the 
singing of “America,” followed by the 
invocation. In his annual report, 
President B. R. Roberts, Chase City, 
said in part: 

“I am happy to see such a goodly num- 
ber in attendance this morning—your 
presence in increased numbers, demon- 
strates an added interest on your part also 
—it gives greater confidence to your offi- 
cers and encourages them to more diligent 
and effective effort in your behalf. 

“One hundred per cent rules are rare— 
but this one is well nigh that point—gen- 
erally the ones you can help the most are 
the hardest to reach. The majority—by 
and far—of the members absent, are the 
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ones most in need of association services 
and could profit immensely by discussions 
here that will be of such vital interest to 
every hardware merchant. 

“I am reminded at this time of a wagon 
manufacture who was the guest of a gath- 
ering of business men in my town. Re- 
sponding to a toast he said: ‘I have no de- 
sire to inflict upon you a long speech, for 
it is well known in our trade that the 
longer the spoke the greater the tire.’ 

“Under wise leadership—with the en- 
ergetic cooperation of all sections, from 
the mountains to the sea—the Old Domin- 
ion is about to enter a new era of indus- 
trial, commercial and agricultural pros- 
perity—nothing spectacular, but mark you, 
it is gradual and substantial. 

“Under the wise leadership of the Na- 
tional—our own association cooperating— 
the hardware dealers of Virginia are 
about to enter a new era of merchandising 
—the better equipped to reap the benefits 
of the improving economic:situation of this 
State. 

“This is an age of business momentum, 
one either advances or retrogrades—we 
cannot operate a business today as we 
could twenty, ten, yea, five years ago. 
There are some changes taking place al- 
most over night. We should be alert, try 
to anticipate them and if not—then at the 
very least—be ready for them when they 
arrive and not wait until they carry us a 
good way down stream, before they are 
recognized. 

“The many forms of competition that 
beset the hardware dealers on the highway 
of business, have been brought to our at- 
tention at various times and will have to 
be considered by us innumerable times 
again—even to the end—but in my judg- 
ment, these are, in no wise, as great a 
menace to success—as, the three demons 
that strike their poisonous shafts into the 
vitals of the unprotected dealer—these 
agents of lucifer seeking to encompass his 
everlasting business destruction are In- 
efficiency, Indifference and Waste. 

“How to fortify against these that seek 





to destroy, is the problem of each indi- 
vidual. There are details that have to be 
worked out separately in each and every 
case, but properly applied, Vision, Energy 
and Control will stand guard over us, if 
we but employ them.” 

Following the president’s address the 
efficient secretary-treasurer, Thomas B. 
Howell, Richmond, gave the convention 
the following facts in his annual report: 

1927 sales of those Virginia hardware 
retailers whose volume of business was 
reported to the National Retail Hardware 
Association averaged almost the same as 
in the year 1926. 

This record was better than the decline 
of 2 per cent experienced by the average 
hardware retailer throughout the United 
States. It is interesting to note that sev- 
eral other types of retail distribution were 
unable to show an increase over 1926. For 
example it is estimated that the average 
department store barely equaled its 1926 
volugie of business. 

The end of the year found sales condi- 
tions in Virginia at a somewhat more sat- 
isfactory level than prevailed in earlier 
months. December showed a gain of 4 
per cent over December, 1926; in the 
United States there was an increase of 1 
per cent. 

The outlook for 1928 is fairly good. 
Credit conditions are favorable—in some 
directions almost too favorable. 

Business does not seem to have been 
bitten by the speculative bug, as evidenced 
by the fact that prices for materials used 
by manufacturers are at practically the 
lowest point reached since 1920. 

Stocks of goods in hands of manufac- 
turers and distributors do not seem to be 
excessive. On the other hand, there is a 
constant menace in the large amount of 
unpaid-for merchandise in the hands of 
consumers which should be viewed as in- 
ventory until actually paid for. 

On the other hand, the textile industry 
has been affected by over-production and 
its outlook is not as favorable as that 
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which existed a year ago. The South is 
in a stronger position than New England, 
where manufacturing costs are higher. 
For this reason any decline in the textile 
industry will affect Virginia much less 
than the New England States. 

Balancing up the various factors which 
will influence the business situation during 
the next six months, prospects are that 
Virginia sales will differ but little from 
those obtained in 1927, with variations of 
more than 2 per cent from the present 
basis. 

In general survey of Virginia, it looks 
to all of us through the fine leadership of 
our governor, Harry Flood Byrd, that our 
State is just about to come into its own. 
Large investments by foreign corporations 
have been made here, and tremendous 
building programs are in progress. This 
will of necessity reflect progtess and good 
business in our commonwealth. 

It.seems to be our job as Virginians to 
make whatever contributions we can to the 
great moral and physical strength of our 
State, feeling secure in its future when 
consistently supported by its people. 

The main address of this session was 
delivered in a masterly style by E. W. 
Peterson of Florence, Wis. Mr. Peters- 
son told the delegates just what competi- 
tion they had to face and how it had 
grown throughout the last few years. He 
suggested that much of the competition 
could be effectively met and said that a 
retail dealer must be constantly on the job, 
improving and advancing his business, if 
he would succeed. His talk was followed 
by a general discussion led by John F. 
Small, Norfolk. 

The appointment of committees were 
then made, after which the delegates re- 
tired to the auditorium of the hotel where 
the exhibits were on display. 





The afternoon session convened shortly 
after lunch. ‘Guests of the convention 
were introduced and spoke briefly. Harry 
B. Price of Norfolk was the first speaker 
of this session and delivered and inter- 
esting and forceful message on “Arrange- 
ment and Display.” He brought out the 
importance of displaying merchandise in 
the present day hardware store and the 
advantages which accrue from proper dis- 
play. A general discussion period took 
place following the address at which time 
many excellent ideas were exchanged. 

Harold W. Bervig of the N. R. H. A,, 
was the next speaker and delivered a talk 
on “Merchandise Control.” With the aid 
of charts he explained how a store should 
be conducted. Mr. Bervig stressed the 
need of adequate and representative stocks. 
A discussion followed this talk, led by 
W. T. Pace of Franklin. 

On Tuesday evening an entertainment 
was staged in the Exhibition Hall and-was 
a great success. 

Robert “Bob” J. Murray of Honesdale, 
Pa., was the principal speaker at the 
Wednesday morning session. He deliv- 
ered an exceptionally valuable talk on 
“Advertising a Big Business in a Small 
Town.” Mr. Murray brought out the fact 
that the newspaper was the best medium 
for the retail dealer and advised all deal- 
ers to advertise, saying that it was neces- 
sary to any business that was trying to 
succeed. He concluded his talk by saying 
that time should be spent willingly in the 
planning of advertisements, which should 
be inserted at regular intervals and not 
spasmodically into local newspapers. 

Guy W. Hamilton of Waynesboro led 
the discussion which followed Mr. Mur- 
ray’s talk. Many delegates arose and gave 
their opinions on the subjects under dis- 
cussion. 





At the afternoon session of the conven- 
tion, H. V. Bervig again spoke, this time 
on the important subject of “Business 
Control.” He had special charts which he 
used to show the delegates how to run 
their business and from the figures on the 
charts explained how a dealer should know 
if he was losing or making money. Rut- 
ledge Carter, Danville, took charge of the 
discussion which brought out many points 
that had been puzzling the members. 

On Wednesday evening the delegates 
and guests were tendered a banquet by the 
Allied Wholesale Trade of Richmond. It 
was an enjoyable party, and everybody had 
a good time. Dancing concluded the eve- 
ning. 

The Thursday morning session was 
opened with the usual songs, after which 
Hugh C. Ross of Jackson, Tenn., spoke 
on “Organization and Management.” In 
his talk, Mr. Ross brought out the essen- 
tial: need of goodpersonnel: in-each busi- 
ness. He advised the delegates just what 
a dealer should do for his employees to 
make them loyal and fitted for their work. 
Many valuable suggestions and ideas were 
gleaned from his talk and G. P. Parker 
assumed the leadership of the discussion. 

The Supplee-Biddle Hardware Co, 
Philadelphia, Pa., won the prize for having 
the most attractive booth in the exhibition. 

Before the convention adjourned, the 
following officers were elected to serve 
through the ensuing year: President, 
John F. Small of Norfolk; vice-president, 
W. N. Neff, Abingdon; secretary and 
treasurer, Thomas B. Howell, and assist- 
ant secretary, Robin A. Frayser. The 
executive committee consists of Rutledge 
Carter, Danville; E. S. Early, Ports- 
mouth; G. P. Parker, Bedford; George 
Ramsey, Front Royal; H. A. Pleasants, 
Richmond, and J. T. Howard, Bristol. 





Reasonable Optimism 








Harpwakre AcE has received the following letter from 
a member of the New York Hardware Boosters in ref- 
erence to a recent speech at the Hardware Club: 


Editor, HARDWARE AGE: 

James K. Brownell of Snyder & Robbins, Asbury 
Park, in his talk to the Hardware Boosters at their 
meeting recently called attention to the fact that some 
salesmen are going around quite gloomy these days and 
often make the remark “Gee, things are rotten!” One 
of the worst mistakes a salesman can make is to use 
remarks of this kind which tend to get the man he is 
trying to sell in the same frame of mind he is in himself. 

After all, most everything is “a state of mind,” as 
many great men have said, and if enough people keep 
saying “Things are rotten!” rotten they will be. We 
have had dull times before (nothing new about it), and 
they will be dull again in time, but thank goodness in 
our great country the good times always last a great 
deal longer than the dull times. The old remedy in 
times of plenty, put something aside for the lean times, 
is still in effect for those who have sense enough to 
use it. 





Salesmen with their great influence with the buyer 
should always act cheerful, no matter what they may get 
up against in the way of bad breaks. An important 
part of their job is to keep up the morale of their cus- 
tomers who, in turn, pass it on to their customers. Bad 
news travels fast enough without salesmen making them- 
selves common carriers of it. Salesmen can take a good 
cue from the theater by watching the comedian do his 
stuff, even though his heart is at the breaking point 
because of a death or some other great sorrow in his 
family. A great military leader, a great boxer, baseball 
pitcher, etc., usually show why they are great when the 
odds are against them. They, too, could lay down and 
say, “Ain’t things rotten” but if they did they would 
only be ordinary and not great. 

Mr. Brownell seems to be a cheerful optimist. Let 
us have more of his kind. We have heard from enough 
“Gloomy Gusses.” What say you? 


James A. BENNETT 
Brooklyn, N. Y. 
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ALBERT BOJENS 
Reelected President 


HE Savery Hotel, Des Moines, Iowa, was the 

scene of the thirtieth annual convention of the 

Iowa Retail Hardware Association, Feb. 14 to 17 
inclusive. The convention program was, perhaps, the 
most diversified of any of the State conventions held 
this year in the Middle West. Not only was the theme 
of “New Competition,” recommended by the National 
organization, covered fully in the discussions, but many 
other vital problems of the retailers, presented by the 
dealers themselves, came in for a share of attention. 
Considerable time during the entire meeting was given 
over to impromptu discussions, and the spirit with which 
the dealers present entered into these sessions only 
served to emphasize their extreme interest. 

The convention program opened with the address of 
President Albert Bojens, in which he reviewed the 
deliberations of the past two congresses of the National 
Retail Hardware Association and stressed the growth of 
non-hardware competition. He also called attention to 
the various association services and the greater demand 
for such service on the part of the members. 

The next speaker was E. A. Hanson of Rudd, Iowa, 
a town of about 500 population, who told of his own 
experience in putting his sales on a cash basis. He stated 
that for the first five years that he was in business he 
had tried the plan of giving a 5 per cent discount on 
all cash sales, but was finally convinced that this was 
entirely too expensive, as he was paying for a large 
amount of cash business which he would get anyway. 
After explaining the merits of cash buying to some of 
his best customers and advertising the change exten- 
sively, he started selling for cash six years ago. As to 
the benefits from this practice, he pointed out that he 
had eliminated his credit losses and all disputes over ac- 
counts and, at the same time, had increased the volume 
of sales 7 per cent the first year, while 1927 was the 
biggest year he had ever had. 

After considerable discussion from the floor as to the 
pros and cons of cash sales, E. E. Brenner, Marshall- 
town, gave his experience in modern store arrangement 
in an address on the subject of “Seeing Merchandise.” 
He said in part: “Three things the store must do to be 
successful; first, it must attract people; second, it must 
furnish them with maximum buying information, and 
third, it must make them want to come back again. 
Profits can only be obtained as the results of selling, 
and the store is solely for the purpose of selling. It is 
the point of contact between the merchant and the public. 
Therefore, the interior of the store must be equipped with 
the type of fixtures that will display most efficiently the 


Dealers Predominate 
On Iowa Convention 
Program 


Albert Bojens and L. E. Lewis unanimously re- 
elected President and Vice-President, respectively. 
A. R. Sale, Secretary. 





HERBERT P. SHEETS 
Secretary N. R. H. A. 


largest possible number of items at the lowest cost. 
Consideration of arrangement and display necessarily in- 
volves giving thought to the evolution of methods from 
the time when stores were considered merely storage 
places for merchandise in contrast with the present con- 
ception which places storage largely in the background 
and regards all of the sales space from the standpoint 
of its availability for the creation of buying desire.” 

The second day’s session opened with a very spirited 
discussion on the subject of cooperative buying. It 
seemed to be the consensus of opinion that, while co- 
operative buying might solve some of the problems 
raised by chain store competition, it was far more de- 
sirable to stress the selling of merchandise rather than 
the buying. 

“The New Competition” was the subject of the ad- 
dress by Herbert P. Sheets, secretary of the National 
Retail Hardware Association, and in it he reviewed the 
changing customs, which in turn had brought a change 
in consumers wants and buying habits. In speaking of 
the methods by which the hardware retailers could cope 
with these changing conditions, Mr. Sheets said, “The 
hardware man must keep pace with the times. It is his 
job to adjust himself to the new and radically different 
conditions and maintain his place as an efficient dis- 
tributor. First of all, the progressive merchant will 
stully his present stocks with a discriminating eye, elimi- 
nate the goods that are no longer in demand and greatly 
reduce his stock of slow moving lines and items. By 
thorough and continual study of his community and the 
buying habits of his customers, he will so adjust his 
stocks as to best supply their requirements. This may 
involve either limitation or enlargement of his line, to 
be determined by his observation, studies, experience 
and the opportunities of his trading area. 

“One dealer may find his greatest success in concen- 
trating his efforts upon a reduced number of items and 
promoting their sales with maximum energy. Another 
may enlarge and diversify his stock by adding new goods 
which he can handle to advantage and intensively push- 
ing their sale. Well kept stock records and careful 
ordering will speed turnover and make invested dollars 
work with greater energy and better returns. 

“The progressive merchant will continually study his 
competition and be ever watchful for newer and better 
merchandising methods. He will dress his store to make 
it most inviting to customers, and through better ar- 
rangement of his stock, open display and plain pricing 
he will simplify selling and conserve time for both him- 
self and the customer. He will know his markets so 
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well that he can buy to the best advantage; he will seek 
his customers with energy and supply their needs with 
intelligence. He will study the economic conditions of 
his community and the psychology of the people; he 
will look ahead and plan ahead. Better salesmanship 
will overcome many of his competitive problems, and 
through control will keep him informed of his business 
progress.” 

It was rather an innovation to have a woman speaker 
on a hardware convention program, but Mrs. George 
S. Wheaton, wife of the president of the Minnesota 
Retail Hardware Association, whose articles appear 
from time to time in HARpWARE AGE, handled the sub- 
ject, “A Woman in Your Hardware Store,” in a most 
able manner. In emphasizing the importance of cater- 
ing-# women customers, Mrs. Wheaton said, “It is 
estimated that women in America are doing from 75 to 
85 per cent of the retail buying. If this is true, a 
retail merchant has no alternative. To survive at all he 
must make a positive bid for the percentage that repre- 
sents the women’s patronage. Even in hardware lines 
women are either buying or assisting in the choice of 
many of the items considered as purely masculine. 

“The imperishable and permanent nature of a hard- 
ware stock has worked a disadvantage. It has not only 
tempted drug stores, chain stores and others to put in 
small hardware, but it has reacted on the hardware man 
by giving him, in the past, a false sense of security. 
The fact that his stock was not deteriorating or going 
out of style appreciably tended to make him a bit lazy, 
and he was not alive to the change that was going on 
in the habits of the buying public, especially the feminine 
public. He did not at first stock the new housekeeping 
appliances, such as vacuum cleaners, pressure cookers, 
electric washers and ironers. The women were buying 
such things however, especially after the war, and the 
money went, not to the- hardware dealer, but to the 
utility company or factory, through the solicitor who 
came directly to the woman’s door. 

“Tt cannot justly be said that this business was lost 
to the hardware dealer, for he did not have it in the 
first place. Today, to secure and hold this type of busi- 
ness, which to a large extent represents the women’s 
patronage, involves different methods and a new set of 
ideas, which take first of all into account the psychology 
of the woman shopper.” 

In closing, Mrs. Wheaton gave a “Better Business 
Code,” which she urged every dealer who hoped to get 
a share of the women’s patronage to adopt. This code 
was: “(1) I will keep my store clean; (2) I will keep 
the aisles clear; (3) I will carefully select the lines I 
carry; (4) I will display my stock conveniently on 
tables; (5) I will employ courteous and intelligent sales- 
people; (6) I will stand for clean-cut not cut-throat 
competition; (7) I will cooperate with other retail mer- 
chants to make my town a live trading center.” 

Another dealer, Ed. O’Dea of Des Moines, opened 
the program on the third day with a short talk on his 
own experiences in handling such specialty items as radio, 
electrical refrigerators and oil burners. He stated that 
his radio sales in 1925 were $20,000; in 1926, $25,000, 
and in 1927, $40,000, with an average selling cost of 
20 per cent. In the discussion following this talk, many 
other dealers told of their successful handling of various 
specialty lines. 

Ralph W. Carney, of the Coleman Lamp Co., Wichita, 
Kan., characterized present day competition as a five- 
fingered hand which was threatening to choke the retail 
hardware dealer. The five fingers he enumerated as 
follows: “Begin. with the mail order houses as the 








thumb, and I check 
the rapid increase 
both in volume of 
business, buildings, 
retail stores, etc., of 
the mail order house 
enterprise as against 
the general decline in 
volume of business 
being done through 
hardware stores. 

“Another finger 
pressing on the hard- 
ware man’s throat 
is the chain store, do- 
ing about 80 per cent 
of the total hardware 
business in kitchen 
hardware, primarily 
through attractive 
merchandising win- 
dows, open table 
displays on the in- 
side, and with the 
use of odd prices. 

“The third finger is the drug store, absorbing the 
hardware gift business, drawing the attention of the 
woman buyer by the use of attractively displayed win- 
dows, and a comfortable interior. 

“The fourth finger is the department store, with its 
innovation of rest rooms and the comforts for the 
women shoppers. 

“The fifth finger is the peddler. The hardware dealer 
should become his own peddler, taking merchandise of 
reasonably high unit value and good profit percentage 
direct to the home for demonstration, instead of waiting 
for people to come in and who, unfortunately, do not 
come in because they make their hardware purchases 
through these other sources.” 

In speaking on “Business Control,” H. B. Eversole, 
a certified accountant from the University of Iowa, said: 
“There are two great groups of factors that effect every 
business. One group may be called external. This em- 
braces all those economic phenomena that we hear so 
much about and of which we know so little: business 
cycles, the shift in population, changes in consumer 
tastes. supply and demand, and hundreds of others. 

“The second group embraces those factors over which 
the business manager should have absolute control, in 
theory at least. To secure control, it is absolutely es- 
sential that a business have an adéquate system of book- 
keeping or accounting. This system should set forth the 
following facts: (1) the volume of sales for the period 
(preferably by departments), (2) the cost of the goods 
sold, (3) the ‘margin’ or the gross profit on sales, (4) 
the selling expense, (5) the general and overhead ex- 
penses, (6) the income and expenses arising from 
sources outside the regular operations of the business, 
and (7) the net profit or loss made during the period.” 

The final session of the convention was give over to 
the report of Secretary-Treasurer A. R. Sale, the re- 
ports of committees and the election of officers for the 
coming year. In this last connection, Albert Bojens, 
Atlantic. and L. E. Lewis, West Liberty, were unani- 
mously reelected to the presidency and vice-presidency 
respectively. George H. Minier and FE. E. Brenner were 
made new members of the board of directors, while 
George B. Healy, C. T. Gadd, Albert Bojens and C. B. 
Hill were all reelected. A. R. Sale was again. appointed 
to the office of secretary and treasurer. 














A. R. SALE 
Secretary-Treasurer Ohio Retail 
Hardware Association 
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Committee Reports Feature North 
Dakota Convention 


HE annual convention of the 

North Dakota Retail Hardware 

Association, held in. Minot, 
N. D., on Feb. 15, 16 and 17, was 
divided between addresses and com- 
mittee reports, with the latter predom- 
inating. There were three principal 
addresses, one on each of the three 
days of the meeting, covering the sub- 
jects “The New Competition,” “Mer- 
chandise Control” and “Business Con- 
trol.” Two of these addresses were 
followed by a comprehensive report 








HOBART R. BEATTY 
Past President N. R. H. A. 











by a committee of dealer members of 
the state organization on the same 
subject, and there were also similar 
reports given on “Arrangement and 
Display” and “Organization and 
Management.” More than 150 deal- 
ers were in attendance, and while this 
number is below the attendance at the 
convention of the larger state organ- 
izations, the interest in the pro- 
grammed discussions by those present 
was in no way lacking. 

R. A. Stevenson, dean of the School 
of Commerce, University of Minnesota, 
opened the series of discussions with his 
address on “The New Competition.” 
Mr. Stevenson pointed out the evolution 
in buying habits which had brought into 
existence the various forms of present 
day competition. He outlined the growth 
of the chain store idea and stated that 
chain stores enjoyed an advantage in hav- 
ing no service costs, in better store meth- 
ods and in large buying power. All of 
these factors, he contended, were avail- 
able to the independent retailer if he 
would study his business and apply his 
information properly. 





Following Mr. Stevenson, President 
D. R. Jacobson gave his address in which 
he reviewed the activities of the State 
association during the past year. He also 
gave seven cardinal points upon which he 
believes hardware retailers should concen- 
trate in order to overcome the inroads of 
non-hardware competition. These points 
were: 

“*Work’—always be on the job—the 
customer wants to meet you personally, 








A. J. COLE 
President Elect 











although they are perhaps waited on by 
a clerk they want you to know they are 
customers, which tends to establish a so- 
cial as well as a business relationship 
between you. 

“ ‘Service’—service has become the big- 
gest word of today because, in our fast 
and restless age, everybody demands ser- 
vice and nobody wants to serve. There- 
fore any man who puts his soul and body 
into service will become a factor in the 
community. Attend to the customers com- 
ing into your store promptly and let 
visiting be a secondary consideration. 

“‘Buying’—be very conservative in your 
buying, buy little but buy often in order 
to keep your stock complete. Avoid 
specialty men and deal with as few houses 
as you can. 

“Debt—be prompt to pay your bills 
when due. Do not contract bills you can- 
not pay and do not make outside invest- 
ments as long as you can use the money 
in your business. Get the habit of dis- 
counting your bills. 

“Extending credit to customers’—the 
smaller your turn-over the less credit you 
can extend. On a large turn-over you can 
afford to take more chances because of 
the better prices which may be obtained 
from credit business and hence your loss 
would be a smaller percentage of your 
sales. In extending credit we should look 





more to the character of the customer 
than the property he owns. 

“*Stock Arrangement’—keep the store 
and merchandise reasonably clean and 
have the goods on display so that cus- 
tomers can not only look at them but 
examine them. 

“ ‘Records’—keep daily records of all 
sales, cash as well as credit, and expendi- 
tures of every kind so that you can always 
compare your present business with the 
past.” 

Mr. Jacobson also touched upon the re- 
lations between the jobbers and the retail- 
ers when he concluded his. address with 
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“The situation between the jobbers and 
the retailers has resembled somewhat the 
situation” between the retailers and the 
farmers during our most radical move- 
ment in the Northwest. We felt that 
the farmer hated us and resented sug- 
gestions of any kind to help solve their 
problems but thank goodness that situa- 
tion is over. A similar feeling used to 
exist between the jobber and the retailer 
—we called upon them to advertise in our 
convention programs, to come to our con- 
ventions, to display at our exhibits and 
then we roasted the life out of them and 
even went so far as to hire spell-binders 
who were experts in knocking them. 
After coming home, we ordered our goods 
and took our time in paying them. There 
may still be jobbers today who are using 
unethical methods to obtain business but 
the general situation has changed, new 
problems have sprung up for them as well 
as for ourselves. Let us give them the 
glad hand of understanding and perhaps 
we may have mutual problems, which with 
a little cooperation with one another could 
be solved.” 

At the opening of the Thursday session, 
Hobart R. Beatty, Clinton, IIl., past presi- 
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dent of the National Retail Hardware 
Association, spoke on “Merchandise Con- 
trol.” He emphasized the need of stock 
records which would tend to hold down 
the investment in slow moving stock and 
which would, at the same time, speed up 
the general rate of turnover. He gave 
some very interesting figures showing the 
greatly varying rates of turn over in dif- 
ferent lines and even in different items 
in the same line. 

A report, outlining additional recom- 
mendations on merchandise control, fol- 
lowed and was read by A. A. Lane, 
Sherwood, as chairman of the committee, 
the other members of which were Oscar 
S. Hilman, Berwick, and C. L. Thomson, 
Bowesmont. 

G. W. Stevenson of Jamestown, was 
next and offered the report which he and 
John I. Rovig of Mandan, as the com- 
mittee on “Arrangement and Display” had 
prepared. This report covered many 
recommendations as to standards of prac- 
tice in displaying merchandise. In part, 
he said: “Better merchandising must meet 
competition by arrangement and display 
methods which will provide efficiency and 
adequate service at an economical cost. 
Each of these factors are attainable stand- 
dards, regardless of the size of the store. 
Attractiveness should be attained by a 
pleasing design of the store front, with 
a neat and attractive sign, with proper 
arrangement for displaying merchandise 
and frequent changing of displays, with 
well decorated fronts and interiors and 
well lighted windows and interior light- 
ing. In any store the window has two 
distinct duties—to create a good impres- 
sion of the store and its merchandise and 
to attract customers into the- store. 

“There are two types of windows—the 
feature window, with or without prices 
and the merchandise window with prices. 
The first type is used by hardware stores 
to call attention to itself as buying head- 
quarters for special lines such as sporting 
goods, while the merchandise window is 
used for calling attention to the general 
line of hardware and prices at which the 
different items are being offered for sale. 

“In the interior arrangement, the mer- 





chandise should be made accessible to the 
customers. Outside displays which have 
a tendency to obstruct the entrance should 
be eliminated. Aisles in the store should 
be of uniform width and kept free from 
obstructions. Generally speaking, the in- 
terior arrangement scheme provides for 
displaying everything possible and _ for 





BARNES 
Secretary 


Cc. N. 


making all portions of the salesroom vis- 
ible from any point, as well as making 
all displays easily accessible.” 

Hobart R. Beatty opened the session 
on Friday afternoon. With the aid of 
charts and work sheets, Mr. Beatty ex- 
plained the “Business Control” system or 
budget plan for the regulation of sales, 
expenses and purchases which was devised 
by the National Retail Hardware Associa- 
tion. _He stressed the importance of a 
more systematic control of expenses and 





deplored the present practice of not know- 


ing the exact costs of doing business until 
the books were balanced at the end of 
the year. These costs, he contended, 
should be governed by the amount of busi- 
ness being done and a constant check 
should be kept upon them. 

Mr. Beatty’s talk was supplemented by 
a report on the same subject by a com- 
mittee consisting of W. P. O’Brien, 
Devil’s Lake; E. L. Garden, Souris, and 
C. J. Rowe, Hamilton. 

Another committee, consisting of A. O. 
Gunnerud, Silva; O. R. Westrum, Flasher 
and J. W. Calmon, Berthod, reported on 
“Organization and Management” in which 
was outlined recommendations on the 
training of clerks, financing the business, 
rendering of service and developing of 
store policies. 

Prior to the final adjournment, the fol- 
lowing officers were unanimously elected: 
president, A. J. Cole, Lisbon; first vice- 
president, John I. Rovig, Mandan; second 
vice-president, A. A. Lane, Sherwood; 
treasurer, D. R. Jacobson, Minot; and sec- 
retary, C. N. Barnes of Grand Forks, was 
reelected for the 32nd time. The new 
board of directors consists of Messrs. 
Cole, Rovig and Jacobson, in addition to 
A. C. Wilde, Wilton; A. O. Gunnerud, 
Silva; E. L. Garden, Souris; Paul N. 
Allen, Jamestown and Elmer Wardrope, 
Leeds. 

On Friday evening a banquet was served 
at which time more than 300 delegates 
and guests sat down to a most enjoyable 
feast. Thomas Murphy was the _toast- 
master of the occasion and among those 
who spoke were: R. A. Nestos, former 
governor of the State; retiring president 
D. R. Jacobson and Mayor Bratsburg of 
Minot. Following the banquet the diners 
were entertained with musical novelties 
and dancing. 

The Eighteenth Hardware Exhibit 
which was held in the Parker Auditorium 
in conjunction with the convention was a 
great success. It was open before and 
after convention sessions and the dele- 
gates declared that the manufacturers’ 
booths were more attractive than ever 
before. 





Sell Stoves the Year Round 





Though September is the big month for stove sales, 
every month in the year can have its share of this busi- 
ness. When the frost appears on the pumpkin, home 
owners begin to think of warmth and comfort for the 
coming months. While all purchases are not made 
at this time, inquiries are often made and thus a live 
prospect is lined up for a future sale. With a con- 
sistent appeal through newspaper advertising, window 
display, direct mail and over-the-counter suggestion, it 
ought not to be difficult to dispose of a good sized stock 
of stoves and ranges throughout the months of the year. 

One of the best assets in selling stoves has been found 
in the use’of booths. Several stores have reported that 
when stoves are grouped together on a sales floor, the 
customer has difficulty in concentrating her attention on 
the particular stove she is interested in. Another ad- 
vantage of the booth arrangement is the fact that a stove 
can be shown in a more home-like surrounding. By 


placing a stove or range in a booth, together with a 
kitchen cabinet and refrigerator, the customer visualizes 
the article in her own home. When a customer becomes 
interested enough in a stove or range, to picture it in her 
home, she has taken an important step toward buying it. 

Another important thing to be remembered in selling 
these products is to secure, if possible, a second sale of 
kitchen utensils. When you sell a stove you might as 
well sell the things that go with it and which are sug- 
gested by it and this includes a long, profitable list. 
Servicing is the important part of stove selling that does 
not always receive the attention that it deserves. After 
the stove is sold, responsibility does not cease. It is the 
dealer’s opportunity to make a pleasing finishing touch 
to the sale, creating good will and making every stove 
user a satisfied user and booster for the stoves the 
dealer sells. It is important to see that the stove is de- 
livered in good condition, correctly set up and adjusted. 
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Michigan Convention, Held in Detroit, 


FTER holding the annual con- 
ventions of the Michigan Re- 


tail Hardware Association at 
Grand Rapids for several years, this 
year’s meeting was held in Detroit, 
Feb. 7 to 10. The convention, which 
was the thirty-fourth of the organiza- 
tion, was one of the most successful 
in its history, in the number of manu- 
facturers and jobbers exhibiting, 
number of dealers attending and in- 
terest shown. 

The program subjects followed the sug- 
gestions of the National Retail Hardware 
Association, covering the general topic 
of “The New Competition,” sub-divided 
into “Business Control,” “Organization 
and Management” and “Arrangement and 
Display.” Four sessions were held, one 
on each day of the meeting. 

As the initial speaker on the very con- 
structive program offered the dealers in 
ttendance, President C. L. Glasgow de- 
fined competition as merely the outgrowth 
of progress in serving the public efficient- 
ly. He said further: “Any form of com- 
petition which may develop from time to 
time is but the old established principle 
of trade competition in different form and 
is a menace to the individual dealer in 
proportion to his lack of foresight or un- 
willingness to adopt new. methods and 
which refusal blinds him to the possibili- 
ties another may recognize and make 
use of. 

“In order to meet these conditions deal- 
ers have been forced to change their 
methods of conducting business thus as 
competition of a different kind and rep- 
resented by someone not before in the 
hardware business presents itself, the old- 
time dealer at once christens it new and 
fierce competition that should be suppressed. 
Even though it causes worry for a time, 
it proves a blessing in the end, for it 
means advancement, and we have always 
been able to meet every such situation 








Huge Success 


successfully, otherwise we would be plod-| ers, and straight shooters and stay in 


ding along in the same old way our 
grandfathers did. 

“It may prove that the necessity for 
the application of new and up-to-date 
methods if disregarded will result in the 
elimination of some dealers. However 
that is but the natural law finding ex- 
pression in human endeavor as well as in 
the animal and vegetable kingdoms; con- 





ARTHUR C. LAMSON 
N. R. H. A. Vice-President 


tinue to inbreed the animal or plant and 
they will run out, likewise if we persist 
in believing that old methods will still do, 
we will run out. 

“What has forced the adoption of all 
the improved methods in use at the present 
time? Unquestionably competition, com- 
petition in new form, competition greatly 
multiplied as others engage in_ trade, 
keener as brains continue to devise new 
ways of interesting and convincing the 
public. Strive as we may we can not 
stop the advance of competitive conditions 
that result in giving the public better 
service, but we can and must, if we -sur- 





vive, join the ranks of the thinkers, work- 


the game.” 

Harvey J. Campbell, secretary of the 
Detroit Board of Commerce, stated in 
his address, that the biggest trouble with 
retailing today was the fact that not 
enough dealers were studying their busi- 
ness. He cited that invariably the great- 
est artists were the greatest students and 
that the best musical conductors have the 
largest musical libraries. “But,” he added, 
“T have never seen a library on retailing 
in any retailer’s home.” 

The system of business control or a 
budget system for sales, expenses and pur- 
chases, as devised by the National Retail 
Hardware Association, was explained by 
Scott Kendrick, Flint, Mich., as the first 
speaker of the second day’s session. In 
urging its use, Mr. Kendrick said, “I be- 
lieve that the main reason that people in 
the hardware business lose money is be- 
cause ghey don’t know how much they 
have to do to make money. All of us 
are just as lazy as we dare to be, but 
when a man can see from month to month 
that he is headed for a loss, when he 
has the figures before him that keep him 
from kidding himself into the hope that 
the year is going to come out all right, 
then I believe that necessity is going to 
spur that man into action. If you are 
going to take a loss in your business you 
want to be the first to know about it.” 

Arthur C. Lamson, Marlborough, Mass., 
vice - president of the National Retail 
Hardware Association, was the next 
speaker on the subject of “Organization 
and Management.” He said in part, “You 
may define your organization as follows: 
management is the head, salesmanship the 
hands, and service the heart of business. 
All head and no hands and there would 
be no business. All hands and no head 
and there would be no reason for business. 
Stop the service and the heart of busi- 
ness stops. 

“In the ordinary business, buying is 
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largely a matter of routine. There is a 
certain amount of merchandise that we 
believe should be on hand and this is re- 
plenished as it becomes exhausted. Other 
merchandise is bought because a salesman 
sells it to us. This is what we generally 
think of as buying. 

“We must remember that it is the busi- 
ness of the salesman to sell. He cannot 
be expected to advise us that better values 
than he offers may be obtained elsewhere. 
The prime question from his standpoint 
is whether he can produce sufficient con- 
vincing arguments to cause the dealer to 
stock the merchandise which he offers. 
The competitive situation of today calls 
for the honest buying ability that can be 
adopted. Our competitors are searching 
the markets. They send their buyers to 
large centers, therefore they enjoy a sub- 
stantial advantage over us who wait for 
the merchandise to be brought to us, 
either through the traveling salesman or 
through advertising.” 

At the same session, Paul M. Mulliken, 
assistant secretary of the Illinois Retail 
Hardware Association, gave a very in- 
structive talk on “Arrangement and Dis- 
play.” With the use of charts, he de- 
scribed in detail a properly arranged store 
and in concluding said, “There are just 
three fundamentals of arrangement and 
display which, if followed, will increase 
your sales. The first of these is that the 
store must be properly arranged. The 
wall cases and tables must be so arranged 
as to not only permit but to induce your 





customers to circulate throughout the en- 
tire store, bringing them into direct con- 
tact with all of the merchandise. This 
means the increasing of the customer 
frontage. 

“The second fundamental is the proper 
merchandising display. It is no less im- 
portant and must be carried out in detail 
to insure the success of your store layout. 
These two principles are so closely allied 
that one cannot be successful without the 
other. In the average store today, little 
or no attention is paid to the displays. 
Merchandise is merely laid on the tables 
without any particular thought and then 
left there indefinitely without further at- 
tention. Such displays cannot produce re- 
sults. Display your merchandise as nearly 
as possible according to selling merits. 
This means that if electrical supplies sell 
twice as fast as does cabinet hardware, 
either give it twice the space or a space 
twice as valuable. If an article is selling 
well, display it in more than one place in 
the store. 

“The third fundamental to be followed 
is price ticketing. All of these must be 
observed to insure success.” 

At the Thursday session, Harold W. 
Bervig, of the National Retail Hardware 
Association office, Indianapolis, discussed 
the subject of “How to Control Your 
Merchandise” suggesting ways of keeping 
purchase records that had proved success- 
ful with various dealers. He was fol- 
lowed by H. R. LaTowsky, Chicago, II1., 
who spoke on the topic of “How to Make 





a Paint Department Pay a Profit.” Part 
of Mr. LaTowsky’s advice to the dealers 
was, “First, find out what the customers 
want. Customers want a lot of different 
things now days. They have been edu- 
cated to want only the best. Second, get 
it. Third, tell your customers you have 
it—through your newspaper advertising, 
window displays, salesmanship and any 
method to get the information to them. 
Fourth, sell them other associated mer- 
chandise when they come in. This color 
in the home movement makes every cus- 
tomer that comes into your store a pros- 
pect for some of your merchandise that 
ties up with the color age. Fifth, give 
services that will make your customers 
want to come back to your store again. 
Customers like courteous, prompt service 
and good, fair treatment.” 

The last day of the convention was 
given over to an address by H. N. Tolles, 
president of the Sheldon School, Chicago, 
who, in a way, summed up the funda- 
mentals of modern merchandising touched 
upon by the previous speakers. At this 
session also were read the reports of the 
various committees. Officers for the com- 
ing year were elected as follows: Herman 
Dignan, Owosso, president; Warren 
Slack, Bad Axe, vice-president ; new mem- 
bers on the board of directors, Russell 
Spencer, Charlotte and Everett Hinckley, 
Dowagiac. A. J. Scott and C. F. Nelson 
were re-elected secretary and assistant 
secretary respectively. 





1928 Holds Plenty of Business for Those 





Who Go After It 


Said the little young red rooster, “Gosh all hemlock! 
Things are tough. 

“Seems that worms are getting scarcer, and I cannot find 
enough ; 

“What’s become of all those fat ones is a mystery to me. 

“There were thousands through that rainy spell—but now 
where can they be?” 


- es 


The old black hen who heard him didn’t grumble or com- 
plain, 

She had gone through lots of dry spells, she had lived 
through floods of rain. 

So she flew up on the grindstone, and she gave her claws 


a whet, 
As she said, “I’ve never seen the time there weren't 


worms to get.” 
* * * 


She picked a new and undug spot; the earth was hard 
and firm, 
The little rooster jeered, “New ground! That’s no place 


for a worm.” 
The old black hen just spread her feet, she dug both fast 


and free, 
“TI must go to the worms,” she said; “the worms won't 


come to me.” 


The rooster vainly spent his day, through habit, by the 
ways 

Where fat round worms had passed in squads back in 
the rainy days. ; 

When nightfall found him supperless, he growled in 
accents rough, 

“I’m hungry as a fowl can be. Conditions sure are 
tough.” . 

x *k x 

He turned then to the old black hen and said, “It’s 
worse with you, 

“For you’re not only hungry but you must be tired, too. 

“T rested while I watched for worms, so I feel fairly 
perk ; 

“But how are you? Without worms, too? And after all 
that work ?” 

* * * 

The old black hen hopped to her perch and drooped her 
eyes to sleep, 

And murmured in a drowsy tone; “Young man, hear this 
and weep: 

“T’m full of worms and happy, for I’ve dined both long 
and well; 

“The worms are there as always—but I had to dig like 
hell!” . 

—“Doorways,” published by Richards-Wilcox, 
Aurora, Ill: 

















86 HARDWARE AGE for MaRcH 8, 1928 








JOHN SOMMER 
President Elect 





ROBERT F. FREY 
Retiring President 


A. E. HERRNSTEIN 
Vice-President 





JAMES B. CARSON 
Secretary 





JOHN F. BAKER 
Treasurer 


Ohio Association Discusses “The New 
Competition” at Annual Convention 


“6 HE New Competition” was 
the outstanding subject dis- 
cussed by the members of 

the Ohio Hardware Association at its 
four-day annual meeting, held at the 
Commodore Perry Hotel, Toledo, 
Feb. 21 to 24. The tone of the 
meeting was optimistic throughout. 
New conditions brought about by the 
competition in chain stores and mail- 
order houses and the changing de- 
mand for merchandise, were given 
serious consideration, but speakers 
were emphatic in their expression 
that, with better merchandising meth- 
ods, the hardware merchants have 
the advantage of affording better ser- 
vice to their customers, and by in- 
creasing the attractiveness of their 
stores and with close cooperation be- 
tween retailers the independent hard- 
ware merchant will continue to 
flourish. 

The convention was one of the best ever 
held by the association. The attendance 
was large, probably never having been ex- 
ceeded before except at the 1927 conven- 
tion in Columbus. The association was 
fortunate in having present Herbert P. 
Sheets, managing director of the National 
Retail Hardware Association, who took an 
important part in the discussions and con- 
tributed much valuable information. Re- 
ports showed an increase in membership 
during the past year. Standards of prac- 
tice adopted by the National Hardware 
Congress at Mackinaw last June were dis- 
cussed and formal resolutions were adopted 
indorsing these standards of practice. 

The Wednesday morning session started 
with the president’s breakfast, a success- 
ful innovation inaugurated a year ago. At 
this meeting President R. T. Frey, Ot- 





tawa, made his annual address, and re- 
ports were read by other officers. 

“Your association,” declared Mr. Frey, 
“is a group of merchants banded together 
for the purpose of fostering higher busi- 
ness standards; of disseminating such 
knowledge as will better enable its fol- 
lowers to meet The New Competition; to 
the end that its membership may, through 
the practical application of the principles 
of Better Merchandising, go forward with 
renewed confidence and sound policy as- 
sured of the longevity and prosperity it 
deserves. 

“Today our economic structure presents 
a very complex picture, and intelligent 
business men appreciate that it is im- 
portant that they cooperate with their 
competitors. Today, in the face of New 
Competition, the question js asked whether 
retailing may become. so highly competi- 
tive that it will be unprofitable for many 
independent merchants. Today we realize 
that successful merchandising calls for 
boldness in thought and action. Today 
we ask ourselves what effect the chain 
store will have upon the independently 
owned and operated store—we ask how 
the great chain organizations and group 
buying by independently owned stores will 
affect the wholesaler. Today we ponder 
as to the probabilities that the manufac- 
turer will increasingly attempt to leave 
out the wholesaler and retailer and sell 
directly to the consumer. Today we con- 
sider the threat of fifteen hundred retail 
stores operated in conjunction with a lead- 
ing mail-order house. These salient fea- 
tures and many others occupy leading po- 
sitions on the business map of today and 
demand the attention and study of all 
merchants who would survive the era of 
highly competitive merchandising. 

“Most of us have discovered that we 
succeed better by pulling together— 
team-work and cooperation in business 





possess tremendous value, and are usually 
reflected in favorable statements and in- 
creased profits. With the rapid and pic- 
turesque development of retail business 
most business men have seen the advan- 
tage of united efforts through association 
channels toward accomplishing the many 
things of importance to the stability and 
progress of the independently operated 
business. Your association through thirty- 
five years of active service has made pos- 
sible the success of many members who, 
without the guidance, counsel and inspiration 
of association leaders and fellow members, 
might have fallen far short of the degree 
of success attained. Of course, we know 
many merchants who have attained con- 
siderable success apparently by their own 
ability and resourcefulness. How far will 
they travel under present competitive con- 
ditions? We doubt whether some could 
repeat their own history.” 

The large majority of the members of 
the association, Mr. Frey declared, are giv- 
ing generously of their ability and time 
toward helping their association develop 
better merchandisers. The purpose of the 
association is to help its members to become 
better hardware merchants. It is the log- 
ical purpose of the association to promote 
the retail hardware business on a sound 
basis. To accomplish this purpose requires 
the active support and complete coopera- 
tion of all members who by initiative, 
ability and hard work have won success.” 

“Old business methods,” continued Mr. 
Frey, “must be relegated to the scrap heap, 
and your association cannot promulgate a 
successful campaign for better merchan- 
dising unless it has the cooperation of 
many minds in planning, promoting and 
performing creditably this vital task. That 
the task is vital to the life of the individual 
retailer is obvious, for by means of the 
practical application of the principles of 
Better Merchandising, and all that it im- 
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plies, the retailer will go forward with 
sword and buckler equipped to cope suc- 
cessfully with problems arising from the 
new competitive era. Without this mental 
equipment he will fall, another victim in a 
highly competitive struggle.” 

Mr. Frey expressed extreme confidence 
that the individual retailers will fortify 
themselves with such knowledge as will 
enable them to better combat the competi- 
tion of today. In some cases retailers have 
failed to take cognizance of other factors 
more important than volume. They must 
know more about their business, its present 
needs and the safeguards that should be 
adopted for the future. 

“A careful survey of members’ stores,” 
he continued, “discloses the fact that in- 
dependent retailers are rapidly adjusting 
their business to meet changed conditons, 
and are newly awakened to the fresh op- 
portunities created by the greatly increased 
desire of the public to purchase equipment 
heretofore considered beyond the financial 
reach of the average American family. 
Our members are eagerly following the 
lead of their organization advisors in ap- 
plying modern practices to their business 
affairs, and° have been quick to accept new 
merchandising ideas developed so success- 
fully and advantageously by syndicate 
stores and others. 

“I am supremely optimistic as to our fu- 
ture. We have accepted the challenge of 
mass distribution and the new competition, 
and will not relax in our efforts until all 
uncertainty has been removed from the 
horizon of the individual merchant. We 
stake our faith for the future on the value 
of the services we shall render as an asso- 
ciation, on the high quality and intelligence 
of our members, and on the ‘irresistible 
force that comes when highly developed 
individualism is harnessed into full and 
complete cooperation.” 

A tribute to the assistance rendered to 
the state association by the national asso- 
ciation under the management of Mr. 
Sheets in keeping members informed of 
the trend in business was paid by James 
B. Carson, Dayton, in his report as sec- 
retary. He declared that much good will 
comes from the new plan of having joint 
committee meetings of hardware manufac- 
turers, jobbers and retailers. Manufactur- 
ers and wholesalers, he said, are as anxious 
as retailers to solve the problems of dis- 
tribution. It has been the feeling of both 
associations, he said, that the best method 
of meeting present-day competition must 
be through a course of individual educa- 
tion of members to help them to solve their 
problems. The older members have attained 
their success through much hard physical 
labor. When the younger members in the 
future tell of what they accomplished it 
will be a story that will deal with organ- 
ization and management, and with the elim- 
ination of waste effort so that a profit can 
be shown in the business. 

Retail stores have shown a wonderful 
improvement in the past few years, said 
Mr. Carson, but this must be continued not 
only in the appearance of the store, but 
extend to a thorough knowledge of the 
details of the business. He urged members 
to assist in the work by supplying the in- 
formation asked for in the questionnaires 





sent out by the national office. While trade 
in other lines- is being drawn away from 
the small country merchants to larger stores 
in the cities, retail hardware merchants in 
the small towns are holding their own and 
improving their stores and rendering a ser- 
vice to their customers that will keep this 
trade at home. 

Taking for his subject “The New Com- 
petition,” Mr. Sheets analyzed the rapid 
change that has appeared in conditions and 
in the wants of the people since the World 
War. He classed present-day appeals as 
social appeals, and those due to vanity and 
appetite rather than the appeals of neces- 
sity. He said the people now regard as 
necessities the things that they desire 
rather than using the old basis of classing 
as necessities those things that are actu- 
ally needed. He declared that the competi- 
tion of a hardware merchant is not limited 
to his competitors down the street, but that 
about all lines of business are in competi- 
tion, each making an effort to get the cus- 
tomers’ dollars. The movies, cosmetics, 
soda fountains and dance halls are all in 
competition with the hardware merchant 
for the consumers’ money. The automo- 
bile has developed new desires. Retailers 
should see the new and frequently chang- 
ing picture of business and should adapt 
themselves to the new conditions and adopt 
methods that are necessary to do business 
as it is done today. New products come 
into the market. New necessities develop 
and the retailer should keep in close touch 
with these changing conditions. He urged 
upon retailers the continuous study of com- 
petition, speedy turnover of stocks, reduc- 
tion of slow-moving stocks and readjust- 
ment to the requirements of the community, 
attractive displays, well-kept stock records 
and an unceasing watch for newer and bet- 
ter methods. 

Much interest was shown in the subject 
of store arrangement and display, a dis- 
cussion of which was led by Lawrence 
Milligan, Belfontaine, Ohio, who told how 
he had rearranged his store into an up-to- 
date place of business. Before the changes 
his store was in bad shape for displaying 
merchandise. It was divided by a brick 
partition, poorly lighted and heated by aJd- 
fashioned stoves. He closed the store two 
weeks for remodeling. A new steam heat- 
ing plant was installed, a new lighting sys- 
tem put in, the partition taken out, the 
ceiling was painted white and the sidewalls 
cream, new shelving built on the’ sides, 
the front show windows made more shal- 
low and an office erected across the rear. 
Four units of six display tables each were 
placed on the floor, providing three wide 
aisles running the full length of the ropm 
and wide aisles across the center. In the 
old store 90 per cent of the customers 
went up and down one aisle and came in 
contact with only one group of merchan- 
dise. The new arrangement took the cus- 
tomers clear to the end of the aisles. The 
tables are of standard size and the tops are 
laid out with quarter-inch glass dividers 
with penciled edges and held in place by 
wooden blocks of different sizes in order to 
have different sized bins. 

After opening, the clerks proved un- 
trained in carrying out the new method of 
arrangement and display. They found that 





they had much to learn. The stock on the 
tables was not properly balanced. The new 
arrangement affected the organization. 
Each clerk had to be given definite work. 
When a clerk was not waiting on custom- 
ers he had plenty to do. There were no 
longer any loafing periods, and clerks were 
never rushed, because with the new ar- 
rangement it took less time to wait on a 
customer. They found that certain mer- 
chandise did not sell well off the tables, 
but would go better on wall displays. 
These included high-grade pliers and me- 
chanics’ tools, which: they found to sell 
better off permanent displays on doors 
against the wall, those articles that take 
up too much room on display tables, such 
as kitchen utensils, and can be shown to 
better advantage on shelves along the wall, 
and tall items, such as gasoline lamps, 
waste baskets, etc., which hide the small 
displays and obstruct the clear view of 
the store from all corners. Cutlery, watches 
and revolvers, which are more apt to be 
stolen, were placed in show cases at the 
front. To display all items in plain sight 
it was impossible to carry the entire stock 
on the first floor. The basement was 
shelved to carry the surplus stock, and the 
unpacking and checking room was moved 
to the basement. Mr. Milligan said that it 
is advantageous to change displays around, 
because through habit customers make a 
direct path to the merchandise they want, 
which prevents them from circulating all 
over the store. He also had found that 
merchandise displayed in the center of a 
table first strikes the customer’s eye and 
sells best. An item to be pushed should 
be displayed in three different places. 

The tables, he said, should not be cov- 
ered with slow-moving articles, and the 
store should be made as attractive as pos- 
sible, so that a customer sees dozens of 
items that he would like to own. Follow- 
ing this policy, he makes the largest dis- 
play of fastest selling items. He tries to 
give the people what they want. Seasonal 
merchandise should be displayed well in 
advance of the season, because when an 
articles is needed people generally will go 
to the store where they have first seen it. 
Every item in the store is price marked. 
In his opinion, that is one-half of the secret 
of display. A customer may have a desire 
for an article but cannot picture himself 
owning it until he knows the price. The 
system, he said, has proved very success- 
ful. The service is more efficient, the 
clerks have more pep and take pride in 
waiting on customers quickly. 

In reply to questions, Mr. Milligan said 
that he had spent $4,000 in rearranging his 
store and was not through yet. His volume 
of business has increased about 40 per cent. 
He is selling goods cheaper than before 
and has to sell more of them. He can buy 
better than before. His profits are about 
the same as they were before. Aisles, he 
said, should be at least four feet wide, or 
wide enough so that customers will know 
that they are for them and not for the 
clerks. He would also keep a store well 
lighted by having the electric lights on at 
all times. 

An interesting discussion on merchan- 
dise and merchandising was led by Past 

(Continued on page 124) 
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Connecticut’s Silver Anniversary Convention 
Studies Better Merchandising at Hartford 


TUDYING various phases of 
current hardware merchandising 
problems, the silver anniversary 

or twenty-fifth annual convention 
of the Connecticut Hardware Asso- 
ciation was typical of that organiza- 
tion’s thorough and frank method of 
holding convention. Headquarters 
and sessions were at the Hotel Bond, 
Hartford, Feb. 16 and 17, where two 
productive days were devoted to the 
exchange of ideas. 

President Fred T. Blish, South Man- 
chester, presided at all sessions and at the 
close of the convention was succeeded by 
former first vice-president, Donald A. 
Hallock, Derby. J. W. McCollum, Dan- 
bury, became first vice-president and 
Charles R. Young, Windsor Locks, is the 
new second vice-president. Secretary 
Henry S. Hitchcock, Woodbury, and 
Treasurer Herman W. Morse, Meriden, 
were reelected. The newly elected presi- 
dent, Donald A. Hallock, aided by the ever 
willing past president, Alfred Rosenberg, 
Rockville, conducted the several interest- 
ing question box discussions. 

Retiring President Blish, in his conven- 
tion address, praised the work of the N. R. 
H. A. at the recent Mackinac Congress, 
urged members to study their trade jour- 
nals and to be active and cooperative in 
their association work. In part, Mr. Blish 
said: 

“In presenting my report for the year 
that closes with this anual meeting, I have 
in a way departed from what perhaps is 
the usual custom of a resume of conditions 
affecting our branch of trade, and general 
business trends. These are all worked out 
for us, and we have only to make the right 
use of our trade journals. What I might 
say along these lines would only be a 
repetition of information we all have. 
Rather I have in mind our obligations to 
our association, both State and National. 





It is my desire to impress on our member- 
ship the importance of taking the same 
interest in our trade organizations as we 
do in our own business; that we pass 
along to the other fellow the benefit of our 
experience and in turn profit by the ex- 
change of ideas. Cooperation is the key 
word of the present-day business struc- 
ture. 

“Hardware association work for the 
present year ending with the convening of 
the National Hardware Congress in Bos- 
ton, June next, is built around a program 
carefully studied and worked out by the 
National office from a very systematic 
survey of conditions affecting the mer- 
chandising of hardware. 

“The National Congress comes to Bos- 
ton in June. This is a distinct honor to 
New England, and to Connecticut as well. 
To this congress will come delegates from 
nearly every State in the Union. It is un- 
thinkable that this body of men should not 
have a special invitation to Connecticut 
from this association, the State that makes 
most of the hardware they sell. I feel 
that they should have a special invitation 
from the Connecticut association and that 
a committee or committees should be ap- 
pointed to work out with the New England 
association, and with Connecticut manu- 
facturers, a plan of entertainment during 
their visit to this State, and to share with 
the New England association some of the 
responsibility and perhaps some of the ex- 
pense that the honor of bringing this 
congress to New England entails. 

‘In closing, I would remind you that 
this is the 25th annual meeting of the Con- 
necticut Hardware Association. A quar- 
ter of a century has passed and those of 
us that have followed it from its inception 
are impressed with the thought of. how 
limited is the span of life’s activities. As 
we look back 25 years, it seems as yester- 
day, and as our minds dwell on the activi- 
ties of the association during this period, 





we can look on it as a quarter century of 
achievement. I fear we have some re- 
grets that we did not take better advantage 
of the opportunity that was ours. To 
look ahead a quarter century is quite 
another matter. We are living in a world 
of rapidly changing conditions. This is 
the day in the business world of coopera- 
tive organization. This is the reason for 
such organizations as ours.” 

Secretary Hitchcock reviewing the past 
25 years of the organization reported a 
net membership of 146, read the names of 
the eight members who had discontinued 
their affiliation and told of some of the 
work being done by the N. R. H. A. In 
part Secretary Hitchcock said: 

“TI have, as have all association officers 
or members, sometimes been asked, ‘What 
does your association amount to, what 
does it accomplish, how does it help its 
members,’ and questions of that kind. 
These questions have been answered so 
many times and in forms so familiar to 
us all that it is unnecessary to repeat 
them, but it may be well to mention a few 
things of recent origin. 

“Three activities of the National Asso- 
ciation of a broad nature loom immedi- 
ately. 

“First: The Retailers National Council 
formed recently which provided for the 
assembling of a staff of trained people 
under the direction of George V. Sheridan, 
manager of the National Retailers Coun- 
cil (175 South High Street, Columbus, 
Ohio), who will devote their time to the 
study of retail problems and to the devel- 
opment of plans which may be adapted lo- 
cally in any city or town. The service 
may be contracted for by retailers’ groups, 
whether organized as divisions or bureaus 
of local chambers of commerce or as in- 
dependent associations. The service will 
include information and suggestions with 
reference to seasonal promotions; pub- 
licity directed against those who prey’ on 
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stores; correction of bad buying habits; 
aids in dealing with emergency matters; 
new departures in protective agreements; 
analysis of trade papers; cooperating lo- 
cally with national events. 

“The Retailers National Council is a 
federation of eight national retail associa- 
tions, with a combined membership of 
150,000 retail merchants. The special com- 
mittee which worked out the above plan 
was composed of Lew Hahn, managing 
secretary of the’ National Retail Dry 
Goods Association, New York; Charles 
E. Wry, executive director, National As- 
sociation of Retail Clothiers and Fur- 
nishers, Chicago; Herbert P. Sheets, sec- 
retary-manager, National Retail MHard- 
ware Association, Indianapolis. 

“Second: The Marketing of Electrical 
Appliances by the Power Companies. 

“It is disgusting to any dealer who han- 
dles electrical appliances to see in a power 
company sales window, a sad iron adver- 
tised at 25 cents down and 10 cents a week. 
No doubt their franchise is broad enough 
so they can run dairy farms if they want 
to, on the plea that milking machines are 
run by electric motors, and make up any 
loss by charging more per kilowatt to the 
consumer for their current, but certainly 
the farmers in the legislature had no such 
idea when the charter was granted. 

“About a year ago, the National Associ- 
ation took up what hardware dealers con- 
sidered abuses in merchandising by the 
utility companies, protesting against them. 
As a result, a committee from the National 
Retail Hardware Association have been 
working together with the National Elec- 
tric Light Association, and a set of prin- 
ciples has been agreed upon and the Mer- 
chandising end of the Light Association is 
endeavoring to adopt selling practices to 
conform to them. 


buying goods for their employees and 
passing them on at cost. We passed reso- 
lutions regarding it, and your secretary 
wrote letters to a selected list of manu- 
facturers regarding it. No reply was re- 
ceived. But, two instances have come up 
recently showing that some concerns at 
least have changed their attitude in this 
matter. Of course the efforts of our as- 
sociation may have had nothing to do with 
it, but I believe it played a small part at 
least. The profit on the business involved 
in these two instances will pay the dues 
in our association for the concern with 
which your secretary is connected for sev- 
eral years.” 

M. M. Godschalk, New York manager, 
Duluth Show Case Co., gave an instructive 
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“Third: The Hardware Council formed 
a year or two ago, consisting of represen- 
tatives of Hardware Manufacturers, Job- 
bers and Retailers. 

“Now for something that I feel our 
own State association had a direct part 
in. At one of our recent conventions we 
spent much time in discussing the evil of 
manufacturers’ purchasing departments 











talk on the importance of properly dis- 
playing merchandise. He compared old 
and new methods of display, store ar- 
rangement, etc., and told the members of 
new equipment available which saves time 
and increases profits with extra sales. 
“The majority of men have backbones 
where their wishbones ought to be,” F. R. 
Benjamin, vice-president of the Sheldon 
School, New York City, declared in the 
course of a black-board talk, “Every Man 
a Success or Failure—By Choice.” 
“Every man chooses whether to be a 
success or failure,’ Mr. Benjamin main- 
tained. “We choose to do,” he said, “what 
we want to do. We can have everything 
we want if we are willing to pay the price 
of success—courage, persistence and dis- 
couragement.” Defining finaneial success 
as only one phase of success, Mr. Benja- 
min asserted that success in business de- 
pends on the human element in it, rather 
than on money or materials. In a black- 
board diagram he presented the four ele- 
ments of success as health, money, honor 
and “ability to fit into your environment.” 
Business Control was the subject dis- 
cussed by Rivers Peterson, editor, Hard- 





ware Retailer. He emphasized the value 
of keeping necessary records, studying 
these records and conducting your business 
on actual information found in this man- 
ner. To illustrate the N. R. H. A. system 
of business control blank sheets and card- 
boards were distributed. Each member 
had the opportunity of writing down the 
figures of an example in business control. 
Mr. Peterson explained each step and 
showed the members how to use this in- 
formation. 

Thursday evening following the Dutch 
Treat Supper the well known Connecticut 
question box discussion was held, conducted 
by Alfred Rosenberg and Donald Hallock. 
Papers were read on subjects allied to 
hardware retailing. The opening paper 
on “Window Display and Decoration” was 
presented by Ted Lyford of Torrington. 

Papers on “Merchandise and Merchan- 
dising” were read by W. L. Thorp of 
North Haven, Alfred Rosenberg of Rock- 
ville and Donald Hallock of Derby. Louis 
Bronson, Bronson & Townsend Co., of 
New Haven, reported on the investigation 
of “old line costs” now being carried on 
by the Federal Department of Commerce 
and urged the retention of the wholesaler 
as a more efficient and cheaper medium of 
distribution than that of manufacturer to 
retailer. 

The subject of “Organization and Man- 
agement” was discussed by Charles Free- 
man of Branford and Allyn Fuller of 
Canaan. The concluding papers of the 
evening were read by J. W. McCollum of 
Danbury, who discussed “Business Con- 
trol” and by H. W. Morse of Meriden, 
who presented a method of controlling 
business losses by the regulation of retail 
prices. 

One of the highlights of the question 
box discussion Thursday night was the 
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explanation of the Collins, Freeman Co., 
Branford, Conn., system of keeping 
proper check on the paint stock. This was 
fully outlined in HArpwaAre AGE issue of 
Sept. 22, 1927. 

Mr. Hallock commented on the fallacy 
of putting all extra profits into extra 
merchandise. H. W. Seeley, Washington 
Depot, said he invites all employees to 
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make suggestions on the conduct of the 
business. He also said he found that pre- 
vious to his open display of most lines 
many of his old customers had known he 
carried certain items and consequently had 
been going out of town for them. 

H. W. Marshall, Bidwell, Jones & Co., 
Hartford, said he felt that chain stores 
have about reached their peak. 

srief remarks were made by Carlton 
Phillips, L. S. Starrett Co., newly elected 
Nutmegger; President Leon Schwartz, 
Paterson-Sargent Co., founder of the Nut- 
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meggers; J. T. McCulloch, Robeson- 
Rochester Co., first vice-president of the 
Nutmeggers, and Charles J. Heale, Harp- 
WARE AGE, a charter member and director 
of the Nutmeggers. 

Maurice S. Sherman, editor of the 
Courant, gave a talk on the international 
situation in Europe as he saw it in his 
recent trip abroad. 

Everett P. Jones of Hartford was chair- 
man of the nominating committee and the 
report was accepted. 

The officers and directors elected are: 
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President, Donald A. Hallock, Derby ; first 
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second vice-president, Charles R. Young, 
Windsor Locks; secretary, Henry S. 
Hitchcock, Woodbury; treasurer, Herman 
W. Morse, Meriden. 

Directors for one year are: Allyn Ful- 
ler, Canaan; W.L. Thorpe, North Haven; 
J. J. Collins, Branford; George S. Phelps, 
Thompsonville. 

Directors for two years: T. Lyford, 
Torrington; W. E. Janswick, New Haven; 
H. W. Seeley, Washington Depot; E. H. 
Butler, Guilford. 

Directors for three years: F. T. Blish, 
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South Manchester; Harold W. Marshall, 
Hartford; Harold R. Burghoff, Walling- 
ford; Lewis H. Hamilton, Branford. 

A banquet followed the meeting, after 
which Clarence T. Hubbard, Aetna Insur- 
ance Co., spoke on “Better Merchandising 
Assured.” 

Conyention singing was led by George 
S. Phelps, Thompsonville. The very effi- 


| cient committee of arrangements was com- 


posed of the following Hartford mer- 
chants: H. W. Marshall, E.. P. Jones, 


vice-president, J. W. McCollum, Danbury; | G. I. Clapp and’ Eric R. Morse. 


o 


Nutmeggers Third Annual Night Before Party 
—Carlton Phillips Elected As President 


The Third Annual Dinner of The Nut- 
meggers, familiarly known as the “Night 
3efore” the Connecticut Hardware Asso- 
ciation annual convention, was held at the 
Hotel Bond, Hartford, Conn., Wednesday 
evening, Feb. 15, with retiring President 
Linford C. White, Standard Tool Co., pre- 
siding. There were about 200 present to 
enjoy the dinner and an unusual bill of en- 
tertainment furnished by Clements Enter- 
tainment Bureau of that city. Guests were 





A. C. Lamson, Marlborough, Mass., vice- 
president, N. R. H. A.; Fred Hinchman, 
John Russell Cutlery Co., Chief Booster, 
N. Y. Hardware Boosters; Fred T. Blish, 
South Manchester, Conn., president, Con- 
necticut Hardware Association; William 
H. Paaschen, president, Connecticut Paint 
Salesmen’s Club; Robert Taylor, Star Ex- 
pansion Bolt Co., Past Chief Booster, and 
Henry Hitchcock, Woodbury, Conn., sec- 
retary, Connecticut Hardware Association. 





Mr. Lamson was the guest of honor and 
principal speaker. He spoke of the coop- 
eration possible and necessary between 
dealer and salesman, told of his own ex- 
periences with salesmen, and brought to 
the Nutmeggers the greetings of the N. 
R. H. A. 

At the business meeting of the Nutmeg- 
gers, which was held the following morn- 
ning, Carlton Phillips, L. S. Starrett Co., 
was chosen president, to succeed retiring 
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P. A. S.H. A. Convention and Exposition 


ACH year the annual convention 

and exposition of the Pennsyl- 

vania and Atlantic Seaboard 
Hardware Association sets a new 
mark and the twenty-seventh annual 
get-together on Feb. 14, 15, 16 and 
17 at Philadelphia was a genuine 
hardware event, well attended, with 
interesting sessions and the usual 
complete and attractive display at 
Commercial Museum. Many new 
lines were shown for the first time. 
A visit to the convention and then an 
inspection of the exhibit offered the 
hardware student a school on mer- 
chandise and merchandising. With 
their customary efficiency, Secretary 
Sharon E. Jones and Assistant Sec- 
retary W. Glenn Pearce did a won- 
derful job and made 1928 another 
success in the history of Pasha con- 
ventions. 

An outstanding feature of the ex- 
hibit was the monster booth of the 
Supplee-Biddle Hardware Co., which 
combined excellently beauty with 
utility. A beautiful background, 
symbolic of progress, set off to ad- 
vantage the very practical display of 
merchandise, and the displays show- 
ing dealers improved display methods. 

George C. Brown, Punxsutawney, Pa., 
was elected as president to succeed Harry 
D. Kaiser, who presided at the convention. 
Vice-presidents chosen were Frank A. 
Hegner, Sewickley, Pa.; William H. 
Blanning, Lykens, Pa.; W. McK. Reber, 
Bloomsburg, Pa., and John A. Winters, 
East Orange, N. J. Executive members 
selected were J. E. McCullough, Wilkins- 
burg, Pa., and Frank P. Fifer, for three 
years each; Walter T. Massey, Dover, 
Del., and H. S. Newcomer, Mount Joy, 
Pa., for two years, and I. E. Paul, Wash- 
ington, Pa., for one year. 





Sets New Mark 


The convention opened Monday night in 
the ball room of the Bellevue-Stratford 
Hotel. There was an address of welcome 
by Walter H. Donlevy, Carter, Donlevy & 
Co., president, National Hardware Associ- 
ation, followed by a brief historical sketch 
on the formation of the Pasha by J. S. 
3onbright, Pennsylvania Lawn Mower 
Co., president, Philadelphia Hardware 
Merchants and Manufacturers Association 
and a director of the American Hardware 
Manufacturers Association. Mr. Bon- 
bright who was very instrumental in the 
organization work very modestly gave the 
credit to many others. Hugh F. Mc- 
Knight, Pittsburgh, N. R. H. A. director, 
brought the greetings of the National, and 
Judge Harold B. Wells gave a humorous 
yet constructive talk on current conditions. 
This meeting was followed by an informal 
reception and dancing. 

The first business session at the Com- 
mercial Museum was Tuesday morning. 
President Harry D. Kaiser in his annual 
address covered the activities of the asso- 
ciation and commented on current prob- 
lems. In part he said: 

“During this period of bewilderment in 
business, when competition seems to be 
running rampant within its own circles of 
distribution—when press and trade journals 
are lauding the success and increased sales 
of the chain stores—and independent deal- 
ers are being urged to reconstruct their 
stores and change their methods to con- 
form to modern ideas—the great respon- 
sibility of the trade association becomes a 
most serious one. 

“Trade journals and other educational 
sources have never been scrutinized as 
eagerly as today in the hopes of finding 
helpful suggestions that may be applied 
to one’s business in order to retain sufh- 
cient volume as to continue to enjoy a 
small share of the luxuries of life. 

“It is expected today of the trade asso- 
ciation that it shall acquaint itself with the 
ever increasing complexities in business, 





investigate the value and advantages of 
modern methods and place itself in a gen- 
eral position to offer substantial advice to 
its members on any and all matters that 
may assist the individual dealer to regu- 
late his business to the needs of the day. 

“Probably the most interesting and in- 
spirational experience of the year’s activi- 
ties to me was the privilege of attending 
series of group meetings held within the 
association’s territory. In many stores it 
was apparent that the dealers were giving 
heed to association suggestions relative to 
open display tables and display panel 
boards and it is interesting to note that in 
all cases where these methods of display 
were properly used substantial gains and 
additional profits were recorded. 

“The established dealer has the matter 
of his continued success in his own hands. 
All the ideas and suggestions of others 
mean «nothing unless there comes a de- 
termination in his mind to make an honest 
effort to apply and carry through such 
plans as may be required in his particular 
business and locality.” 

President Kaiser complimented Assis- 
tant Secretary W. Glenn Pearce on his effi- 
cient work ‘in connection with exhibit and 
during the year in field work. 

Secretary Sharon FE. Jones added another 
laurel to his credit with one of the shortest 
and most informative reports some of the 
veterans had ever heard. Mr. Jones said: 

“There was a time when the secretary’s 
reports at hardware conventions were 
quite lengthy and embodies all the experi- 
ences of and the cures for the evils in the 
retail hardware business. 

“Then came the period of abbreviation; 
secretary's reports were shortened and the 
time was given over to the merchants who 
were willing to tell how they successfully 
conducted their business and how. they 
solved their many problems. 

“We are now living in the age of elim- 
ination and annihilation. The secretary’s 
report is eliminated and if he attempts to 
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inflict a long report on his audience anni- 
hilation will be his fate. 

“Inasmuch as I am not ready for trans- 
lation, this report will be in perfect accord 
with our modern ideas, coincident with 
which is the fashion in women’s dress 
permitting only the display of figures. Our 
record follows: 

“One hundred and twenty new members 
received during year, 1841 total member- 








JOHN A. WINTERS 
Fourth Vice-President 











ship this date, 194 members delinquent for 
1927 dues, 29 new associate members re- 
ceived during year, 171 total associate 
membership this date, 330 members were 
visited during year, 105 non-members were 
visited during year, 650 attended group 
meetings during year, 1750 attending local 
association meetings during year, 10 secre- 
tarial messages sent out during year, 10 
bargain and information bulletins issued 
during year, 265 special information let- 
ters to members during year, 35 store and 
stock arrangement suggestions, 10 special 
plans for same, 15 members given legal 
advice, 3 business analyses for members, 
4 profit and loss statements for members, 
195 members were furnished accounting 
supplies, 8 members had accounting sys- 
tems installed.” 

Rivers Peterson, editor of Hardware 
Retailer, presented a detailed plan for 
business control by the hardware retailer. 
With charts showing methods of accurate 
control of expenses on a budgeting plan, 
so that the storekeeper knows each month 
whether he is above or below the profit- 
making level, Mr. Peterson illustrated his 
talk. “Every dollar that is above the level 
that the storekeeper has established in lay- 
ing out his estimate for the year must 
come out of his profits,” pointed out Mr. 
Peterson. He said that his plan was based 
on the actual experiences of storekeepers. 
“You can control your business for a 
larger profit in 1928 by following a plan 
you have set down at the outset,” said the 
speaker. 

H. S. Newcomer, Mount Joy, Pa., fol- 
lowed with an explanation of how he had 
successfully used business control in his 
store. In part Mr. Newcomer said: 











“As our business began to spread and 
grow we found that stocks would rise to 
high peaks during the busy months and 
that we had utterly failed to have these 
high tide periods under supervision. We 
began to realize that this was important 
to know in case of fire, if for no other 
reasons and we were entirely at sea so 
far as this important matter was con- 
cerned. It was then that we began to in- 
quire for ways and means to improve our 
methods and in doing so we found that 
many merchants in all lines of business in 
the larger cities were keeping perpetual 
inventories of their stock of merchandise. 
Their method of doing this was to record 
sales on slips and then in turn these would 
be audited at the end of each day. In this 
way a daily record was kept to show the 
movement of stocks in and out. We 
thought this plan excellent and we think so 
today, but it seemed too expensive for us 
to put in force and it took us several years 
before we could find it absolutely necessary 
to adopt some system or method by which 
we could tell at any time during any day 
or throughout the year how much mer- 
chandise we carried and what lines carried 
a profit. We concluded that business con- 
trol is a necessity and that we must adopt 
some standard or guide which would 
analyze our business at all times. 

“We found that it would be absolutely 
necessary to divide our stock into depart- 
ments in order that merchandise of like 
nature and bearing like profits could be 
brought under one head and so we divided 
our business into fourteen groups or de- 
partments. We made the change at in- 
ventory time, Jan. 1. The stock to be car- 
ried in each department was charged to 
that department, for instance, cutlery and 
sporting goods were listed separately, so 
was the general hardware stock—cars and 
tractors, accessories, paints, oils and glass, 
everything on down the line until the total 
amount of the entire stock on hand found 
its way into the proper departments. Let 
me say here we do not think any business 
too small to have a department control 
system. It is not always necessary to 
have as many departments as mentioned 
above. Any store can have two or three 
or more as desired. 

“At first we tried the plan of recording 
every sale on a sale slip and then at the 
end of the day audit the slips and post to 
the proper department, entering also as a 
cash or charge sale. We soon found that 
this consumed a great deal of time in the 
office and so we finally concluded to buy a 
cash register which registers sales in as 
many departments as you care to use. The 
operation of this register is very simple. 

“When a sale is made the clerk will 
first press the keys to register the amount 
in dollars and cents, then press the depart- 
ment key and finally the cash or charge 
sales key. At the end of the day, by one 
operation of each department key you have 
the total sales of that department for the 
day. In this way we eliminate all the 
detail work in the office. We think that 
this machine is a marvel and would not 
like to’do without it. The whole operation 
is very simple and the time consumed’ to 
clear the register and enter the totals of 





each department on the records consumes 
just about half an hour each day. 

“In conclusion, what are the results ob- 
tained by this method of merchandise con- 
trol and through departments. We believe 
you will agree with us that it gives a 
record of stock on hand in total and also 
tells how much merchandise is carried in 
each department daily. Just think what it 
means to any merchant, big or little, to 
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have this knowledge before him through- 
out the entire year. It shows at a glance, 
in which department you are overbuying 
and where stocks are too heavy. After a 
period of years in use, this method will 
show the merchant which department will 
sustain a real profit or lose money. Last, 
but not least, it gives a good picture of the 
entire business at all times of the year.” 

Thomas B. Howell, secretary, Virginia 
Retail Hardware Association and a di- 
rector of the N. R. H. A., spoke on Or- 
ganization and Management, saying in 
part: 

“It is the duty of the employer to see 
that his’ salesmen understand the merchan- 
dise they are expected to sell. They must 
be sold before they can be expected to 
sell anyone else. The employee should be 
made to understand that the function of 
retailing is to render a service to the cus- 
tomer; to assist in the selection of the 
merchandise best suited to the customer’s 
requirements and to explain its uses in- 
telligently. He should win the buyer’s 
good will by courtesy and fairness. Em- 
ployees should be compensated on the basis 
of their earning capacity. The wage scale 
should be at least equal to the standard 
for similar employment in competitive 
lines. 

“Many retailers have found that profit 
sharing is an excellent method for stimu- 
lating interest. It brings home to the em- 
ployee that his progress is linked with that 
of the store. He works harder, is more 
aggressive and watches for the leaks that 
drain profits. 

“It is not easy to establish an equitable 
profit sharing system. It must give the 
employee enough to be worth striving for 
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and it must be fair to all involved. The 
personal equation is so prominent that it 
is safest for the merchant to develop his 
own system. ; 

“Were I at the head of a hardware 
business, it matters not how small, I would 
delegate to my employees certain work to 
do, that they may develop a higher effi- 
ciency and a definite result. 

“Stocks records should be such as to 
indicate when particular items would be 
bought and the normal amount to be pur- 
chased. The retailer who is continually 
out of stock not only loses the immediate 
sale but good will of the customer. 

“Selection of a proper salés force is 
fundamental to the success of any mer- 
chant. A store is judged and rated in the 
minds of the public by the personnel serv- 
ing its customers. You have spent years 
in building the name and reputation of 
John Brown. You have to a very suc- 
cessful degree enjoyed the good will and 
patronage of your friends in your com- 
munity. This achievement was not due to 
prices, location, display methods, or any of 
the various things now used by the chain, 
but rather by sheer personal achievement, 
plus hard work and square dealing.” 

Summarizing the opening session E. St. 
Elmo Lewis, well known merchandising 
expert of Detroit, startled the audience 
with the assertion that no man’s business 
is more than 20 per cent different or 
unique when compared with any other 
business; and that no man’s business is 50 
per cent as unique as he thinks it is. Man’s 
entire life is well standardized yet he 
thinks his business is vitally different from 
his neighbors’. This desire to be consid- 
ered different is usually an alibi for not 
adopting some constructive change, Mr. 
Lewis said. 

J. L. Meredeth, Jr., of West Chester, 
Pa., hailed as a prospective member of the 
House of Representatives, gave his im- 
pressions on what the customer expected 
of him in the capacity of a merchant. Mr. 
Meredeth emphasized the value of personal 
contact and told of his own activities of 
participating in matters of vital community 
interest. To this he added the obligation 
the merchant has in the operation of his 
store. 

Mr. Lewis told the convention that big 
department store owners were more wor- 
ried about their loss of business to the so- 
called smaller stores. 

In closing the summary Mr. Lewis said 
the only reason hardware dealers stay in 
business is because a certain number of 
people like certain stores and continue to 
buy there, increasing your sales faster than 
you lose them. He urged all business men 
to analyze their lost sales. 

H. W. Schaffer, Lock Haven, Pa., told 
of the advantages of organization and gave 
the benefits of his own experience with 
careful organization. In part Mr. Schaf- 
fer said: 

“Organization’s value to business has 
been fully tested and proved, especially 
during the year 1927, which was fraught 
with disappointments, discouragements and 
distrust. Whatever hopes, anticipations or 
expectations we had entertained for busi- 





ness in 1927 were only in part, if at all, 
realized. 

“Whether or not business will enjoy a 
reasonable prosperity in 1928 depends 
largely upon the thoroughness of the busi- 
ness man’s organization and through it, 
his ability to mould the mental situation of 
the public toward business. 

“Morale is a vital factor in business and 
has a tremendous bearing upon the success 
of retail merchandising. Does your or- 
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ganization inspire that confidence, the 
spirit of which will vitalize and make pos- 
sible the normal function of business? Is 
your business so actively organized that 
through its own endeavor and ingenuity 
it will make prosperity for itself? 

“By arranging and financing special cor- 
respondence courses for some clerks, and 
by procuring for others special tutorage in 
our local schools in needful courses where- 
in they are deficient. 

“As a proof of their appreciation of our 
interest in their welfare and of the reward 
of our efforts, I need only tell you that 
each one of the four direct competitors 
we have in the city is a graduate from our 
store. We consider this a very high com- 
pliment. 

“To ourselves it means not only a re- 
turn on our investment of money and self, 
but it means a development and a broad- 
ening that cannot be estimated in the 
language of dollars and cents. 

Addressing the Thursday session Irwin 
E. Douglass, from the N. R. H. A. office, 
gave a merchandise display and store ar- 
rangement. 

Jake Deemer, Honesdale, Pa., fascinated 
the members with his talk on “How to 
Get More Business?” 

Jake enjoys a close friendship in the 
homes of the territory which he covers 
for Robert J. Murray of Honesdale, Pa., 
and he gave an interesting recital of how 
he operates by greeting the various offi- 





cers on the platform as though they were 
prospective customers. Through local 
news conversation he broke down the re- 
sistance of the town dweller. Talked crop 
conditions with a farmer and recorded .a 
silo prospect—called on a lady who plays 
bridge and interested her in electric re- 
frigeration—and sold to people who were 
antagonistic to his approach. He said in 
part: “Employing a canvasser will give 
you an intelligence department. You 
learn to know the people, the sources of 
their income, and better knowledge. of 
credits are established. How do you sell 
the people who do not come into your 
store? It is through personal contact of 
the canvasser who can show how washing 
machines lighten work and how the home 
can be made more beautiful. A canvasser 
can advertise you, increase your sales and 
smooth out the little troubles you have 
from time to time. There is an old slogan 
that ‘the customer is always right,’ but 
through a canvasser using a little diplo- 
macy many matters are adjusted properly. 
In selecting a canvasser,.a married man 
whose home life is congenial is the best for 
the purpose. It is well too for you to go 
out and mingle with the people and get a 
new slant on your business. You will find 
it an inspiration, an activity of thought 
along new lines will be created and you 
will find it profitable.” 

A. S. Groff, Lancaster, Pa., on the sub- 
jest, “Does It Pay To Visit?” 

Mr. Groff stated that he went out in the 
evening when his store was closed and 
visited his customers, most of whom he 
knows by their first name. He further 
stated that he called on 525 customers and 
prospects in one year and found it profit- 
able. 

Some highlights of the summary by St. 
Elmo Lewis were: “What we want is the 
old time intimacy between the customer 
and the merchant.” “Training must be- 
gin at the top before the salesman is 
trained.” “Buy from hand to mouth—yes 
—where the styles change.” “Do less ad- 
vertising but do it better. It is not the 
space but what you put into the space.” 
“The first display table was the peddler’s 
pack.” “When you write a man a letter, 
tell him about his business not yours.” 
“Your store is an idea—but you are so 
used to selling rolls-of wire, etc., that you 
forget the idea.” 

On Wednesday, a few minutes after the 
session had started, there came a familiar 
tune, “Hail, Hail, the Gang’s All Here.” 
The music came from the kazoos of forty 
members of the Jersey Shore Hardware 
Association attending the convention in a 


body, headed by President James K. 
Brownell. Each man wore an association 
fez. 


Every afternoon there was some form 
of entertainment for the ladies and each 
evening there was a social event for the 
ladies and delegates. There were lunch- 
eons, bus trips, card parties, matinee par- 
ties, and the Pasha annual frolic on 
Wednesday evening. On Thursday eve- 
ning there was the Pasha Annual Assem- 
bly. Both events are outstanding social 
affairs in the hardware business. 
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Charles A. Bruhns Dies— 
Was Active New York Dealer 


Charles A. Bruhns, president of the 
C. A. Bruhns-Stewart-Widder Corp, re- 
tail hardware distributer of 152 Amster- 
dam Avenue, New York City, passed 
away recently as the result of a severe 
attack of bronchial pneumonia. He had 
been enjoying the best of health and was 
sick less than a week. 

Mr. Bruhns was born in Germany on 
June 4, 1864. He left the homeland in 
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1878, coming to New York by way of 
Mexico, where he stayed a few years. In 
1889 he opened a small store on the site 
of the present establishment. He managed 
the business until 1920 when it was incor- 
porated under its present name. At the 
time of his death Mr. Bruhns was its sole 
owner. 

He was active in hardware association 
work and in Masonic circles. He was a 
former president of the Manhattan & 
Bronx Hardware Association and of the 
Metropolitan Hardware Association. At 
one time he was a director of the N. Y. 
State Retail Hardware Assn. Mr. Bruhns 
was a member of Park Lodge No. 516, 
F. & A. M. and Americus Chapter, 215 
R. A. M. He was Commander of York 
Commandery, Knights Templars, when he 
died. His sons, William C. and Adolph 
C. survive him and will continue the busi- 
ness. 


E. St. Elmo Lewis Guest of 
Eastern Hardware Men 


Spiriting him away from the exhibit hall 
at Philadelphia, nine eastern hardware men 
were hosts to E. St. Elmo Lewis, Mer- 
chandising Counselor, on Tuesday, Feb. 18. 
Supper was served at Bookbinders, and so 
earnest were the questioning and listen- 
ing hosts that when this restaurant closed 
the entire group went to a room in the 
Bellevue-Stratford Hotel for further dis- 
cussion. Mr. Lewis very kindly answered 
many questions, helped solve many prob- 
lems and contributed a gala night to these 
hardware men. Those in the party were: 
E. R. Sandiford, Harpware AcE; Roy C. 
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Schmidt, Stanley Works, secretary, Hard- 
ware Boosters; Ed Ferguson, owner of 
three hardware stores in the Metropolitan 
district; Matt Kohlmeier, operating two 
stores in that section; F. Alexander Chand- 
ler, Chandler & Farquhar Co., Boston, 
Mass.; Edward Denecke, sales manager 
for James & Hawkins, Inc., nine Long 
Island stores; Jean Blair, New York City, 
treasurer, Manhattan and Bronx Hardware 
Association, and Charles J. Heale, Harp- 
WARE AGE. 

The next morning, at the convention 
session, Mr. Lewis referred to this group 
as the nine Hessians who pumped him dry 
the night before. 


Charles J. Graham and Saunders 
Norvell Address Penn. Whole- 
salers’ Banquet 


Members and guests of the Pennsylvania 
Wholesale Hardware & Supply Associa- 
tion met in the ballroom of the Hotel Astor, 
New York City, on Feb. 29 for the 27th 
annual banquet of the association. Presi- 
dent Howard Melchior presided and intro- 
duced the speakers of the evening ; Charles 
T. Graham, president of the Bolt, Nut and 
Rivet Manufacturers Association and 
Saunders Norvell, contributing editor of 
Harpware AGE and president, Remington 
Arms Co., Inc., New York City. Mr. 
Graham’s and Mr. Norvell’s excellent ad- 
dresses were very well received. 

A pleasant surprise was in store for 
A. B. Stern of the Stichter Hardware Co., 
Reading, Pa., who was called to his feet 
to receive an honorary membership in the 
association. Mr. Stichter was one of the 
original founders of the Pennsylvania 
Wholesale Hardware & Supply Associa- 
tion and has been connected with the 
Stichter company for more than forty 
years. 

At the speakers table were the follow- 
ing guests of the association: George 
Fernley, Secretary, National Hardware 
Assn.; T. P. Lowerre, assistant sales man- 
ager, American Steel & Wire Co.; Harry 
J. Strugnell, sales manager, Remington 
Arms Co.; J. M. Stone, The Stanley 
Works; Horace Disston, president, Henry 
Disston & Sons; Harry Wagner, sales 
manager Bethlehem Steel Corp.; E. W. 
Smith, assistant sales manager, Pittsburgh 
Steel Co.; A. B. Peck, American Screw 
Co.; H. Townley, Gilbert & Bennett Mfg. 
Co.; Roy Soule, Hardware Dealers Maga- 
zine; Charles J. Heale, HARrpwareE AGE; 
Dr. L. Eaton, American Steel & Wire 
Co.; G. W. Eckhardt, sales manager, 
Henry Disston & Sons, and J. Nelson 
Jacobs, Pittsburgh Steel Co. 

At the executive session held on March 
1, the following officers were elected to 
serve the association through the ensuing 
year. President, T. F. Miller, C. H. Miller 
Hdwe. Co., Huntingdon; first vice-presi- 
dent, V. Grant Barr, Reilly Bros. & Raub, 
Lancaster; second vice-president, C. S. 
Seamans, 2nd, The Bittenbender Co., 
Scranton; Sergeant-at-Arms, Geo. A. Rick, 
Stichter Hdwe. Co., Reading; treasurer, 
Geo. D. Krause, Krause Hdwe. Co., Le- 
banon, and secretary, H. M. Minsker, 
C. H. Miller Hdwe. Co., Huntingdon. 


William T. Kelly Heads New 
Pickett Hardware Co. 


William T. Kelly, formerly manager of 
the Pickett Hardware Co., Warren, Pa., 
has become president and treasurer of the 
newly incorporated Pickett Hardware Co., 
which is taking over the business of the 
former concern. Mr. Kelly will assume 
complete charge of the new enterprise, and 
is well fitted for the executive responsi- 
bility, as he has been manager of the 
former Pickett company since May, 1925. 
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He is a contributor to HARDWARE AGE, his 
most recent articles appearing in the Feb. 
2 issue and were entitled “Training Retail 
Salesmen” and “How To Conduct a Store 
Meeting.” 

Walter C. Heasley, secretary of the 
Warren Tank Car Co., is vice-president 
of the new company and J. S. Rhodaberg- 
er, formerly assistant manager of the old 
Pickett company is secretary. 

In a recent statement issued by the com- 
pany the following facts were set forth: 
“The Pickett Hardware Co. is now a War- 
ren concern, owned entirely by Warren 
people, and we look forward to the con- 
tinued support and patronage of the peo- 
ple of Warren.” 





Crossman Arms Co. Announces 
Several New Representatives 


Crossman Arms Co., Rochester, N. Y., 
has made several announcements of inter- 
est to the hardware trade. 

O. W. Lee, who has covered the Eastern 
territory for several years is now the as- 
sistant sales manager. William Frolich 
will now cover the States of Pennsylvania, 
Maryland, Virginia, West Virginia and 
the District of Columbia. Thomas Harri- 
son has been appointed to the New Eng- 
land territory. In the IIlinois territory 
the company is now represented by J. E. 
O’Hern, who has prior to this position, 
been connected with the advertising busi- 
ness. 

The company recently completed mov- 
ing its factory and general office into new 
quarters in Rochester and the increased 
facilities will allow them to speed up pro- 
duction. 
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New York Toy Fair Exceeds All Records 
—Over 500 Manufacturers Represented 


The 1928 New York Toy Fair which 
has been in progress in three hotels and 
the Fifth Avenue. Bldg. of New York 
City since Feb. 6 and will close on March 
10, has been a bigger, better and more 
attractive Fair than any previous one. 

Attendance records which have stood 
for many years were broken by the influx 
of buyers from all over the country. Inter- 
est was at a high pitch and the volume 
of business transacted is reported to be 
far in excess of any previous mark. There 
were more exhibitors at this Fair than in 
previous years, in most part being hard- 
ware and novelty manufacturers who had 
taken on the manufacture of some popu- 
lar toy. 

The success of this year’s Fair brings 
out the fact that the toy industry in the 
United States is to be ranked among the 
leaders. A competent authority is respon- 
sible for the statement that in 1927 the 
volume of wholesale business transacted 
in the industry exceeded $80,000,000. This 
figure has been brought about by manu- 
facturers improving certain standard toys 
and finding new uses for others. The re- 
tail hardware trade has found that toys 
make an acceptable and profitable sideline. 
Retail dealers throughout the country are 
stocking some toy items and many have 
opened toy departments which bring in 
year round profits. 

The improvement in the toys exhibited 
over the toys of years ago was very pro- 
nounced. Instead of the old home-made 
scooter, there are many brands of ball 
bearing, rubber tired scooters and cycles. 
The juvenile vehicle field shows many new 
models, among them being a juvenile auto- 
mobile, propelled by storage battery power. 
There are also on display ‘talking and 
singing dolls, construction sets of all kinds 
and the usual number of novelties and toys. 

The Breslin, Grand and Imperial hotels, 
together with the Fifth Avenue Bldg., 
once again housed the exhibitors, which 
numbered more than 550. Many manu- 
facturers contented themselves with one 





or two room suites, but there were several 
who had four and five rooms filled with 
attractive merchandise. 

On Washington’s Birthday, Feb. 22, the 
annual banquet of the toy industry was 
held in the grand ballroom of the Hotel 
Astor. The feature of this event was the 
presenting of the annual Toy Fair Follies 
by the John Murray Anderson Studios. 
This consisted of several acts of singing, 
dancing and ballet. 

George A. Fox, president of the Toy 
Fair Chamber of Commerce, Inc. was the 
toastmaster and introduced Harry C. Still- 


man as the speaker of the evening. Mr. 
Stillman’s address was excellently de- 
livered and very much appreciated. Inci- 


dentally, this affair was the largest ever 
held, as over 1150 toy workers were in 
attendance. 

Among the manufacturers who had ex- 
hibits were: Gendron Wheel Co., Ameri- 
can Nationat Co., and the Toledo Metal 
Wheel Co. all of Toledo, Ohio; The 
Mengel Co., Louisville, Ky.; Pioneer Pole 
& Shaft Co., Memphis Tenn.; Pressed 
Metal Products Co., Cleveland, Ohio; 
Sidway-Topliff Co., Washington, Pa.; 
Wolverine Supply & Mfg. Co., Pittsburgh, 
Pa.; Arcade Mfg. Co., Freeport, III; 
Kokomo Stamped Metal Co., Kokomo, 
Ind.; Metalcraft Corp., St. Louis, Mo.; 
Moline Pressed Steel Co., East Moline, 
Ill.; Ives Mfg. Co., Bridgeport, Conn. ; 
Lionel Corp., New York City; American 
Flyer Mfg. Co.; Chicago, Ill.; H. C. 
White Co., N. Bennington, Vt.; M. 
Hohner, Inc., New York City; Keystone 
Lantern Co., New York City; The Wash- 
burn Co., Chicago, Ill.; Dowst Mfg. Co., 
Chicago, Ill.; Metalware Corp., Two 
Rivers, Wis.; Dorfan Co., Newark, N. J., 
and A. Mecky Co., Philadelphia, Pa. The 
Chicago Toy Fair will be held in the 
Morrison, Palmer and Sherman Hotels, 
Chicago, Ill., from April 16 to 29 and the 
Pacific Coast Toy Fair will take place in 
the Palace Hotel, San Francisco, Cal., 
from May 21 to 26. 





National Baseball Week Will 
Open on April 2 


The official opening of the baseball play- 
ing season will be celebrated on Monday, 
April 4, with the beginning of National 
Baseball Week, a period set aside by man- 
ufacturers and dealers in baseball equip- 
ment to mark the resumption of America’s 
national game. The week will continue 
until April 9, and will be featured by 
special window displays devoted to base- 
ball by hardware and sporting goods stores 
throughout the country. 

The national observance of Baseball 
Week has the support of baseball authori- 
ties, and many manufacturers of baseball 
goods are offering special window display 
material for the event. It is sponsored by 
the Chamber of Commerce of Athletic 
Goods Manufacturers of the United States. 








Pittsburgh Dealers Recall 
Convention Ideas at Meeting 


The meeting of the Pittsburgh Retail 
Hardware Dealers Association just after 
the annual PASHA convention usually is 
interesting, because it is customary for the 
members to recount the experiences and 
impressions gained at the convention. This 
was part of the program of the meeting 
held Friday evening, Feb. 24, at the Gen- 
eral Forbes Hotel, Pittsburgh, Pa. 

Another interesting feature was a talk 
by Ernest Johannessen, president Balti- 
more Retail Hardware Assocjation and 
tormer PASHA president. Mr. Johan- 
nessen dealt chiefly with the handling 
of customers of retail hardware stores 
and told how much courtesy on _ the 





part of the cierks contributed to the repu- | 


tation of the store and the constancy of 
its business. 


Brownell Talks on Chain Stores 
to Hardware Boosters Feb. 25 


Offering some new slants on chain store 
operation James K. Brownell, Snyder & 
Robbins, Inc., Asbury, Park, N. J., presi- 
dent of the Jersey Shore Hardware As- 
sociation, gave the New York Hardware 
3oosters some real information at the lat- 
ter’s meeting Saturday, Feb. 25, Hardware 
Club, New York City. About forty were 
present with Junior Chief George H. 
Fisher, Milwaukee Stamping Works, pre- 
siding, due to the absence of Chief Booster 
Fred Hinchman, John Russell Cutlery Co. 

Mr. Brownell was associated with F. W. 
Woolworth & Co. for many years, was 
schooled in the New York firm of Sargent 
& Co. and is now manager of Snyder & 
Robbins. Some of the highlights of his 
talk were: 

“The last ten years hardware merchants 
have begun thinking about chain stores 
which have been in operation forty years— 
the mail order companies are feeling the 
competition of the independent merchant 
more than the latter feels the former, this, 
he said, was seen by the mail order house 
establishing retail stores in many cities.- 
Have compared mail order prices and 
terms with our own prices and find no 
cause to worry.—If I were opening new 
store tomorrow I would get as near to 
Woolworth as possible because I would 
know that he had scientifically selected 
location—There are too many pessimisitic 
salesmen peddling gloom instead of selling 
merchandise and service. These salesmen 
should be helping retailers with their prob- 
lems, should win the merchant’s confidence 
and on that confidence build good will and 
business.” 

Mr. Brownell told of an experience he 
had with a customer who wanted 100 feet 
of garden hose. He quoted the price as 
14 cents to 20 cents depending on quality. 
The prospect said that a mail order firm 
would sell him at $12 for the lot. Mr. 
Brownell agreed that he would meet that 
price on the same terms as the mail order 
house. He told the customer to give him 
the $12 plus $1.50 for freight and that in 
two or three days he could come to the 
warehouse and get the hose. The cus omer 
balked on the extra charge for freight and 
delay and the net result was that Mr. 
Brownell sold him a better quality hose 
for cash and for immediate delivery. 

Following his talk the speaker answered 
questions. 


“Better Merchandising” Theme 
of Panhandle Convention 


“Better Merchandising” from a display 
and business management viewpoint will 
be the theme of the 19th annual conven- 
tion of the Panhandle Hardware & Im- 
plement Association, which will convene 
in Amarillo, Texas, on April 9, 10 and 11. 

The definite program for the big annual 
meeting has not been definitely decided, 
but committees are working hard to get 
things into shape. 

This year the P. H. I. T. club, composed 
of salesmen, will again furnish the enter- 
tainment for the three-day meeting. 
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Sargent & Co. Elects B. W. 
Burtsell President 


Bertram W. Burtsell was elected presi- 
dent and general manager of Sargent & 
Co., New Haven, Conn., at a recent meet- 
ing of the company’s stockholders. He 
succeeds George L. Sargent, resigned. 

Mr. Burtsell received his early training 
with Brown & Sharpe Mfg. Co., Provi- 
dence, R. I. and was later with the 
Packard Motor Car Co., Detroit, Mich., 
as factory manager. Since 1920 he has 
been president and general manager of 
McKinnon Industries, Ltd., St. Catharines, 
Ont. and the McKinnon Dash Co., Buffalo, 
N.. ¥. 

Two new directors were elected at this 
meeting, Mr. Burtsell and Edward Hard- 
ing. The latter is a member of the New 
York City law firm of Campbell, Harding 
& Goodwin. The complete board of direc- 
tors of Sargent & Co. is as follows: Geo. 
L. Sargent, Edward R. Sargent, Joseph 
D. Sargent, Bruce Fenn, George F. Wie- 
port, Wilfred Lewis, John Sargent, Ziegler 
Sargent, who is vice-president and treas- 
urer, Murray Sargent, secretary, Bertram 
W. Burtsell and Edward Harding. 


H. F. Johnson, Sr., Dies 


Herbert F. Johnson, Sr., president of 
the S. C. Johnson & Son Co., manufac- 
turers of floor wax, varnishes and wood 
finishes at Racine, Wis., died at his home 
in that city on Feb. 14. Mr. Johnson had 
been in poor health for some time and had 
returned to his home on the day of his 
death from a health resort at Waukesha. 

He had been associated with his father, 
S. C. Johnson, in the business since it was 
started, and assumed its management upon 
his father’s death, and his son, H. F. 
Johnson, Jr., will now become president 
of the company. Besides his son, Mr. 
Johnson is survived by his widow and one 
daughter. 


Lake Erie Hardware Co. 
Recovers from Fire Loss 


The Lake Erie Hardware Co., Cleve- 
land, Ohio, a hardware specialty jobbing 
house, has resumed its business, which 
suffered a severe loss in a recent fire. It 
has a fresh stock in its new quarters, at 
1234 West Eleventh Street, Cleveland, 
Ohio. 


New York Firm Sends Tools 
to African Industrial School 


It is not often that a hardware dealer 
is called upon to supply hardware for ex- 
port to the wilds of Western Africa. Wein- 
stock Bros., Inc., 384 Third Avenue, New 
York City, hardware distributers, recently 
were awarded a contract to furnish several 
thousands of dollars worth of general 
hardware for the St. Johns Industrial 
School, Cape Mount, Liberia, West Africa. 

The company has filled many orders for 
export, but never before has it been called 





upon to send American hardware to such 
a far-off locality. 

The boys in this industrial school will 
be taught to use these tools by instruc- 
tors, also coming from this country. 





Mechanical Devices, Inc., Will 
Produce New Products 


The Mechanical Devices, Inc., has re- 
cently been organized under the laws of 
Massachusetts and is located at 260 Tre- 
mont Street, Boston, Mass. 

This new organization will be devoted 
to the manufacture of three new products, 
the patented Rex automatic locking cotter 
pin, the patented Rex wood screw driver 
and the Rex patented automatic locking 
nut. All three products present new 
mechanical features, which are expected 
to meet with popular acceptance. 

The company has announced that it is 
ready to establish exclusive distributing 
connections throughout the United States. 





Reading Knob Works Buys Earle 
Hardware Mfg. Co. 


Reading Knob Works, Reading, Pa., 
has purchased control of the Earle Hard- 
ware Mfg. Co., Los Angeles, Cal., and will 
hereafter operate the latter business as the 
Earle Division of the Reading Knob 
Works. The Earle line includes several 
staple items in the builders’ hardware field 
and a complete group of hand-hammered 
wrought iron, hardware of period design. 
The wrought hardware production will be 
continued at Los Angeles under the direc- 
tion of William G. Earle, former president 
and owner of the purchased company. Mr. 
Earle, known as a designer of period hard- 
ware, will act in the capacity of manager. 
Some of the staple items which fill out the 
Reading Knob line will now be made at 
Reading. Stocks of wrought iron will be 
maintained at Los Angeles and at Read- 
ing. 

All sales representatives of the Read- 
ing Knob Works will handle the products 
of the Earle Division. 


‘ 





Certain-Teed Products Corp. 
Buys The Beaver Board Co. 


Announcement has recently been made 
of the purchase by the Certain-Teed Prod- 
ucts Corp., 100 East 42nd St., New York 
City, of the properties of the Beaver 
Board Companies and its subsidiary, the 
Beaver Products Co., Inc., Buffalo, N. Y. 

The Certain-Teed Corp. was originally 
established in 1904 with one small plant, 
and has grown, till now the company owns 
and operates a total of 14 plants, giving 
employment to several thousand. The 
Beaver Board Co. and its subsidiaries op- 
erate about 18 plants, including four in 
the roofing division, ten in the gypsum 
plaster division and the remainder devoted 
to wood fiber. These companies own exten- 
sive gypsum deposits and operate sales 
offices and warehouses throughout the 
country. 

There has been no announcement of 
changes in personnel or operating policy 
by the companies. 





E. V. Hennecke Organizes 
Earle V. Hennecke, Inc. 


Earle V. Hennecke, formerly vice-presi- 
dent and general manager of The Moto 
Meter Co., Long Island City, has organ- 
ized a company to be known as Earle V. 
Hennecke, Inc., with offices at 247 Park 
Avenue, New York City. 

This new organization will furnish sales 
and advertising counsel to manufacturers 
of automotive, electrical and radio products 
and will also act as a sales organization, 
handling complete distribution of several 
well known manufacturers. 

In addition to these activities, the com- 
pany will manufacture and market several 
new products. 


Two New Catalogs Issued by 
The Miller Rubber Co. 


Two new catalogs have recently been is- 
sued by The Miller Rubber Co. of New 
York, whose general offices are in Akron, 
Ohio. One catalog is devoted to the wide 
line of inflated rubber balls which the com- 
pany manufactures, including red educa- 
tional balls, fancy star balls, red decorated 
balls, marbleized play balls and junior and 
league baseballs. The second catalog lists 
describes and illustrates the company’s line 
of inflated rubber toys, including the red 
devil, green snake, hen-on-egg, pumpkin, 
skeleton, rabbit and Dutch doll. 





Two Tennessee Firms Merge 
Form Important Organization 


The consolidation of the Anderson-Tro- 
baugh Hardware Co. of Morristown, 
Tenn., with the Hasson-Holt Hardware 
Co. of the same city, was recently an- 
nounced. The new firm is to be known as 
Hasson-Anderson-Trobaugh Co., with 
J. D. Hasson as president and general 
manager, W. S. Anderson, vice-president 
and Della Holt, secretary-treasurer. 

The merger of these two well known 
houses will cut down the overhead of each 
firm and will bring together men of many 
years experience, for the benefit of the 
combined companies. 





F. H. Prouty Dies 


F, H. Prouty, a veteran employee of 
the Vermont Hardware Co., Burlington, 
Vt., passed away recently at the age of 61. 
Mr. Prouty had been with the Vermont 
company longer than any other employee 
and had 44 years of continuous service, 
mostly on the road in Vermont, to his 
credit. He joined the company when 17 
years of age. 


__——_ 


Central Stamping Co. Moves 
New York City Sales Office 


The Central Stamping Co., 591 Ferry 
Street, Newark, N. J., has removed its 
New York sales office to Room 850, 200 
Fifth Avenue. The company has issued a 
cordial invitation to the trade to visit the 
new offices. 
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N. T. Jones Made President 
Superior Screw & Bolt Mfg. Co. 


N. T. Jones, vice-president of the Su- 
perior Screw & Bolt Mfg. Co., Cleveland, 
Ohio, has been elected president of that 
company, succeeding B. G. Tremaine, Jr., 
who has become chairman of the board. 

Mr. Jones is one of the pioneers in the 
bolt business in Cleveland, with which he 
has been affiliated for thirty years, and 
was one of the founders of the Superior 
company. H. D. Simpkins, secretary, has 
been made vice-president and has been 
succeeded as secretary by C. L. Wedow, 
who will continue his former duties as 
director of sales. R. H. Flues, Detroit sales 
representative, has been made a vice-presi- 
dent. 


Granville M. Brennig Buys 
Condie-Bray Branch Factory 


Announcement has been made by the 
Condie-Bray Glass & Paint Co., St. Louis, 
Mo., that it has sold its Kansas City branch 
factory to a company headed by Granville 
M. Brennig. Mr. Brennig very recently 
resigned as president of Brennig Bros., 
Inc., paint manufacturers at Hoboken, 
N. J. With him in the new company is 
associated A. W. Cook, formerly superin- 
tendent of the Condie-Bray branch fac- 
tory. 

It is stated that the new firm will man- 
ufacture its own line of paints and will 
also distribute the Pratt & Lambert 
products. 





Boston Gear Works to Distribute 
Duckworth Industrial Chains 


Announcement is made that the Boston 
Gear Works Sales Co., Norfolk Downs, 
Mass., has taken over the exclusive dis- 
tribution of Duckworth Industrial Chains 
in the United States, with the exception of 
the Pacific Coast territory. 

Complete stocks of these chains, with 
wide variety of sprockets will be available 
at the following branch offices: 34 Oliver 
St., Boston, Mass.; 151 Lafayette St., New 
York City; 11th and Arch Sts., Philadel- 
phia, Pa.; 1450 W. Third St., Cleveland, 
Ohio, and 955 W. Washington Blvd., Chi- 
cago, Iil. 


Frank A. Mitchell Dies 


Frank A. Mitchell, who carried on a 
hardware and mill supply business for the 
last 35 years at Twentieth and Callowhill 
Streets, Philadelphia, Pa., passed away on 
Feb. 26 in the Jefferson Hospital of that 
city after an illiness of several weeks. 

Mr. Mitchell was formerly treasurer of 
the Franklin Hardware Co. of which he 
was one of the organizers and for several 
years was on the executive board of 
PASHA. He is survived by his widow. 





“Retailing for Profit” Is Helpful 
to Retail Dealers 
Frank Stockdale, who is an authority 


on retail store management, has written a 
course for retail dealers entitled ‘“Retail- 








ing for Profit” which is contained in four 
small but attractive volumes. These are 
published by the Stockdale Service, Inc., 
115 S. Dearborn Street, Chicago, Ill. The 
volumes are “Costs and Profits,” ‘“Plan- 
ning for Profits,” “Driving for Profits” 
and “Control of Profits.” 

Mr. Stockdale has had many years ex- 
perience in this line of work and in these 
volumes he has avoided generalities by 
giving definite, concise, helpful and sound 
advice. He has gone into each phase of 
retailing and has brought out many points 
which are often skimmed over or for- 
gotten. Many clever cartoons and educa- 
tional charts add to the author’s work. 

The volumes are covered with green 
leatherette, handsomely embossed. 
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Jobbers Cheerful on Hardware 
Outlook—Spring Demand Starts 


New York, March 7.—Hardware job- 
bers are cheerful on the outlook for busi- 
ness during the next few months. They 
are encouraged by the increased interest 
for spring and summer merchandise ordered 
the last ten days for early April shipment, 
and feel that the substantial agricultural 
situation and apparent monster building 
program will contribute.to make an active 
hardware market. 

Current demand for shelf goods averages 
fair. Collections are about the same. 
Machine screws have been advanced, other- 
wise there are no important price revisions 
announced. 


i! 
l 


Jehan Hi. Kelly. Diso— 
Veteran New York State Dealer 


John H. Kelly of Canandaigua, N. Y., 
founder of the J. H. Kelly Hardware Co., 
of that place, passed away in his home on 
Feb. 26. 

From a very modest beginning, the Kelly 
establishment developed under its owner’s 
management until it has become one of 
the most important retail stores in its sec- 
tion. Mr. Kelly’s son, Henry C., is the 
active manager of the business. 

Mr. Kelly is survived by his widow, his 
son and two daughters. 








New Seed Catalog Issued 


The 1928 catalog and trade price list of 
Jerome B. Rice Seed Co., wholesale seed 
growers of Cambridge, N. Y., has recently 
been issued. It is profusely illustrated and 
contains descriptions and prices on all kinds 
of fruit and vegetable seeds. This concern 
is known as the Cambridge Valley Seed 
Gardens. 





Marcus Peck Joins 
U. S. Chain & Forging Co. 


Marcus Peck has been appointed assist- 
ant to president, U. S. Chain & Forging 
Co., Pittsburgh, Pa., in charge of sales. 
Mr. Peck, who has been associated with 
the Standard Oil Co. of California, as- 
sumes the duties of Frank L. Campbell, 
who, as announced in HARDWARE AGE Feb. 
16, had resigned as general sales manager. 





E. T. Hubbell, President 
Townley Metal & Hardware Co. 


At a recent meeting of the board of di- 
rectors, E. T. Hubbell was elected presi- 
dent and general manager of the Townley 
Metal & Hardware Co., Kansas City, Mo. 
He succeeds the late J. P. Townley who 
passed away on Jan. 17. 

Mr. Hubbell has been with the com- 
pany since its organization forty years ago. 

Other officers elected at this meeting in- 
clude Erb Kreider, vice-president and sec- 
retary; R. F. Townley, treasurer and 
George Garland, assistant secretary. Mr. 
Kreider has been with the company for 
22 years, Mr. Ferguson, 25 years and Mr. 
Garland, 27 years. 





H. D. Kaiser Again Heads 
Philadelphia Association 


Harry D. Kaiser was reelected to the 
presidency of the Retail Hardware Asso- 
ciation of Philadelphia at a recent meet- 
ing. Other officers elected at this meeting 
are: Horace G. Goodwin, first vice-presi- 
dent; George R. Park, Jr., second vice- 
president; William A. Wurst, third vice- 
president; C. Richard Watson, treasurer, 
and James M. Rose, secretary. 


Oldham-Rust Co. Appointed 
by W. G. Browne Mfg. Co. 


W. G. Browne Mfg. Co., Kingston, 
N. Y., manufacturer of hardware special- 
ties and kitchen utensils, has appointed the 
Oldham-Rust Co., 38 Murray Street, New 
York City, as its sales representative for 
the Metropolitan territory. 


Atkins N. Y. Office Moves to 
51 Warren St., April 1 


After ten years at 56 Reade St., the New 
York office of E. C. Atkins & Co., In- 
dianapolis, Ind., will move on April 1 to 
51 Warrén St. The company has - pur- 
chased its own building at this address. 
E. W. Clark is manager of this office. 





Window Glass Manufacturers 
Organize Trade Association 


Several manufacturers of window glass 
in the United States met on Feb. 16 and 
formed the Window Glass Manufacturers 
Association, the object of which is to aid 
and uplift the industry. 

The officers of the association, which 
were elected at the meeting are: President, 
W. L. Monro, American Window Glass 
Co., Pittsburgh, Pa.; vice-president, Frank 
Bastin, Blackford Window Glass Co., 
Vincennes, Ind., and secretary and treas- 
urer, Charles R. Stevenson. 





J. K. Larkin & Co., Inc., Moves 


J. K. Larkin & Co., Inc., of 253 Broad- 
way, New York City, have recently moved 
to larger and better equipped offices in the 
Transportation Bldg., 225 Broadway, New 
York City. 























_predict an increase in prices due to 


‘BOLTS AND NUTS.—There is a nor- 


‘firm. 
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Varying Weather Conditions in Chicago 


Make Spotty Business—Some Prices Decline 


(Chicago office of HARDWARE AGE) 


CHICAGO, March 6.—The hardware business in the Chicago terri- 
tory is somewhat spotty due to the widely varying local weather 


conditions. However, as a whole, the volume of orders being placed 
‘is running slightly ahead of this same time last year. 


While in the main prices are showing a greater firmness than at 
the first of the year, the only changes to be reported this week are 
all declines. Manila rope dropped a cent per pound, solder broke 
somewhat and there is a slight reduction on some items, such as tubs 


and pails, in galvanized ware. 


Steel mill activities, although already at a record high level, have 
shown an additional gain and mills are now operating at about 94 
per cent of capacity. Plates, shapes and bars have been advanced 
in price and deliveries are from four to six weeks behind. 

With the more favorable weather building operations are gaining 
steadily in volume and there is a corresponding increase in the de- 


mand for materials of all kinds. 


Collections are running about the same as a year ago. 


AUTOMOBILE ACCESSORIES. 
—Sales have been picking up some- 
what and running about equal with 
this time last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c, each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each; regular 
eg $6.10 each; gray inner tubes, 
30 x 3%, $1.24 each: red inner tubes, 
30 x 31, $1.45 each. 


AXES.—Current orders are slowing in 
volume. Nineteen hundred and twenty- 
eight fall prices are expected March 1. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled, at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handle, at $24.50 per doz. 


BASEBALL GOODS.—Manufacturers 


the. higher costs of leather. 


mal and steady demand and prices are 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discoant; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount: lng screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—Sales are 
satisfactory and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 


per doz. pair, case lots; less quanti- 
ties, 9c. per doz. pair higher: 4x 4 
steel butts, old copper and dull-brass 











finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—There is a good steady de- 
mand and prices are firm. 


We uote from jobbers’ stocks, 
f.o.b. Chicago: ™% in. proof cow 
chains, $8.50 per 100 Ib. Tenseo Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-41 electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Sales are good at the recently advanced 


prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-24% per cent discount. 


ELECTRICAL MERCHANDISE. — 
There is an active demand for lamps 
and batteries. Electfic toasters are 
to be featured in the March advertis- 
ing of all appliance manufacturers in 
an effort to make it a “toaster month.” 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Electrical merchan- 
dise, No. 14 rubber covered wire, 
$5.80 per 1000 ft.; in less than 1000 
ft. lots, $6.30; ©. 18 lamp cords, 
$12.50 per 1000 ft.; in 1000 ft. lots, 
$12; %-in. brush brass key sockets, 
15%c. each; two-way plugs, 45c. 
each, in lots of 10, 40c. each; two- 
piece attachment plugs, 7',c. each; 
dry cells, boxes of 50, 32\%c. each; 
less than case lots, 36c. each. 

Electrical Appliances, — Iron, Hot 
Point, $4.20; lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75. Ter- 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3.40 each; No. 770, 
packages of 5, $3.17: No. 772, $2.62 
each; packages of 5, $2.44; No. 486, 
3 +4 each; No. 486, packages of 5, 


Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 


FILES.—A normal volume of orders is 
being received. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files. 50 
per cent off list; Black Diamond files, 
50 per cent off list 





GALVANIZED WARE.—Prices on 
tubs and pails have been slightly re- 


| duced. There is a good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $5.75; No. 2, 
$6.50; No. 3, $7.65; 10 at. oo 
after made ‘pails, $2.00; 12 qt., $2.25; 
14 qt., $2.50; 1 gal. all ‘galvanized oil 
cans, special $2.00 doz.; 2 gal., $4.00 
doz.; 3 gal., $5.75 doz.; 6 gal., $7 doz.; 
1 bu, galvanized baskets, $6. s doz. ; 
No. 26, baled % bu. galvanized meas- 
ure, $4.50. 


GLASS AND PUTTY.—The demand is 
gradually improving and prices are 


firm. 

We quote from jobbers’ stocks, 
f.o.b, Chicago: Single strength A, all 
brackets, 89-5 per cent discount; sin- 
gle strength B, all brackets, 90- 71% 
per cent iscount; double strength A, 
all brackets, 89 per cent discount; 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTES.—Prices are 
steady and with no early changes 
looked for. Sales are almost at the 
peak for spring uses. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HANDLED HAMMERS.—No price 
changes. General demand for tools is 
somewhat more lively. Leader values 
in cheaper nail hammers are occasion- 
ally available. 
HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail nammers, $12 doz.; Mavydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
uality hatchets, No. 2 broad, $16.40 
0z.; medium quality hatchets, No, 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—Sales 
are showing a satisfactory improve- 
ment as the season advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles. 
straight, chucked and bored, X 4 ft., 
$2.40 per doz.; 4% ft., et 70 per doz.; 
XX 4 ft., $3. 90 per doz.; ; 4% ft., $4.20 
per doz.; ash fork handles, bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz. ; ash hay 
fork handles, bent, with strap, fer- 
rule and cap, X ft., $4.90 per doz.; 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, X 4 ft., 
$3.05 r= doz.; 4% ft., $3.40 oa Ne . 
XX, 4 $4. 65 per doz. ; 4% f $5 
per phy A “bent manure fork Boe Bang 
with strap, ferrule and cap, X 4% ft., 
$5.25 per doz.; XX, 4 ft., $6.65 per 
doz.; 4% ft., $7.10 per doz.; garden 
hoe handles, 4% ft., $2. 60 per 
doz.; XX 4% f , $3.70 per doz.; rake 
handles, X 51g" ft., $3.55 per doz.; 
XX 5% ft., $5.65 per doz.; shovei 
handles, regular pattern, 4 is 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz.; D shovel handles, X, $5.25 per 
doz.; XXX, $8 per doz.; wood 
spade handles, % 7 id er doz.; 
shovel handles, X, — $4. ‘ 
per doz.; Sturd-E My $4.5 























HARDWARE AGE for MARcH 8, 1928 


99 





HANDLES, HICKORY.—Sledge, pick 
and hammer handles are in best de- 
wee No recent price changes. 


uote Lea jobbers’ stocks, 
Pi Cc 
hickory, $4 Re ; No. 5 
¥ a ; second a Ae hickory (new 
La #5 doz.; finest selected oe 
grow! ickory (new A. A.), 
OZ 
Hatchet and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—There is a normal demand 
for this season of the year. Prices 
are pion 


ned from jobbers’ stocks, 
me ow Chicago: Heavy strap hinges 
in bundles, 4 in., 92c.; n., $1.22; 

6 in., $1.54; 8 in., $2.47; 10 in., $4.00 
per doz. pair; extra heavy 4 hinges 


in bundles, ‘ in., $1.26; 5 in., $1.56; 
6 in., s. 87; n., $2.80; 10 in., $4.50 
per doz 


ICE CREAM FREEZERS.—Sales are 
showing some increase as the season 
advances. There are no price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, i 
qat., $4.80 list; 2 qt., $5.60 list; 3 ‘at., 


$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 at. 
$25.60 list; 20 qt., "a “ed yd A at, 
$42.60 list. Arctic, $4 1 2 ot., 
$4.60 pa 3 qt., $5.45 Vist: 4 a. ‘$6. 80 
list; 6 q $8.60 list; 8 qt., $11. 10 list. 


All the? ‘sedea less 50 per cent dis- 


30. list; 8 qt., : 
$10. 75 list; 12 at., $14 ‘list; 15 

$17 list; 20 at., $21. 50 list. A dis- 
poe of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
a enamel, $18 per doz. Above prices 
are net. 


NAILS.—Orders are larger as_ the 
spring building season approaches. 
Prices are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: l1.c.]. quantities com- 
mon wire and cement coated nails, 
current t.c.l. — orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—Sales are 


steadily improving as the season ad- 
vances. Prices show no change. 


We auote from jobbers’ stocks, 
f.o.b. Chicago 

Linseed Oil, ‘ Raw.—Barrel lots, 86c. 
per gal.; 5 barrel lots, 83c. per gal. 


Linseed Oil, 
89c. per gal.; 
gal. 


Boiled.—Barrel lots, 
5 barrel lots, 86c. per 


Denatured Alcohol. — Barrel lots, 
58%4c. per gal.; steel drums, extra $6, 
returnable. 





Turpentine.—Drum lots, 78c. per 
gal. net. 

White Lead.—100 Ib. lots, $13.25; 50 
lb. lots, $6.75; 25 lb. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac. (4h lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian a .—In barrels, 
$3.50 to $6.75 per 100 1 

Dry Paste.—Barrel tis, 7c. per lb. 


PREPARED ROOFING.—Sales are 
very active. Prices are considered 
low, with advances possible on build- 
ing paper at an early date. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade tale surfaced, 
$2.05 per square; medium talc sur- 
faced, $1.05 per square: light tale 
surfaced, 85c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—A very satisfactory 
volume of orders is being received. 
Prices are unchanged. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.2 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz. ; No. 633, $14 
doz.; yy igh Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 


stocks, 


0 dozen; 


Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


Iced Tea Sets.—$4 per set. 

ROLLER SKATES.—The demand is 
large and is keeping up. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates, 
boys, $1.40; girls, $1.50; Chicago roller 
skates, boys, $1.30; girls, $1.40. 


ROPE.—Prices on sisal are very firm, 
manila rope is reduced 1 cent per 
pound, following lower prices on 
manila fiber. Spring orders are in 
good volume. 


We quote 
f.o.b, Chicago: 


from jobbers’ stocks, 
No. 1 manila standard 
brand, 21c. to 23c. per Ib.; No. 2 
Manila, 20c. per Ib.; No. 1 sisal, 14%c. 
to 16c. per lb.; No. 2 sisal, 13%c. to 
15¢c. per Ib. 
SAWS.—Sales are normal and prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $5; 
28 in., $4 to $6; 30 in., $4.75 to $6.50. 

SASH CORD.—There is no change in 
prices and sales are satisfactory. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.90 per doz. hanks, No. 8, $8.90 per 
doz. hanks. 





SASH PULLEYS.—The demand is 
quite active. Prices are firm. : 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 


Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c, doz.; No. 110, 50c. doz.; 
barrels, 45c. doz. 


SCREWS.—Sales are holding up well 


at the recently advanced prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: (New lists Jan. 3, 
1928) Flat head bright screws, 50-10 
per cent; round head, blued, 45-10 
per cent; flat head, brass, 45-10 per 
cent; round head, brass, 40-10 per 
cent. 

SOLDER AND BABBITT.—Sales are 
very satisfactory. Solder prices are 
quoted somewhat lower, due to the 


decline on tin. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $36 per 100 Ib.; medium 45-55 
solder, $35 per 100 lb.; tinners, 40-60 
solder, $33 per 100 ib. ; high speed 
babbitt metal, $20 per 100 Ib.; stand- 
ard No. 4 babbitt metal, $12 per 
100 Ib. 


STEEL SHEETS.—Prices are held un- 
changed. Sales are improving. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 1b.; 28 gage black 
sheets, $4.20 per 100 Ib. 

WIRE PRODUCTS.—Recent higher 
prices on nails and wire are estab- 
lished. Sales volume is good. 

stocks, 


We quote from jobbers’ 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.30 per 100 Ib.; No. gal- 


vanized plain wire, $3. 85 per 100 Ib.; 
catch weight spools galvanized cattle 
or hog wire, $3.80 per 100 lb. Polished 
fence staples, $3.55 per 100 lb, Wire 
cloth, black, 12-mesh, $1.85 per 100 
sq. ft.; : galvanized, 12-mesh, $2.05 per 
100 sq. ft.; bronze, 14-mesh, $5.60 per 
100 sq. ft. Galvanized poultry net- 
ting; galvanized before made, 60 per 
cent discount; galvanized after made, 
50-10 per cent discount. 
WRENCHES.—Agricultural wrenches 
are in good demand. Prices are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 = cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 per cent discount. 
Span-on Wrenches. — Radio and 
—_ trical sets in metal cases, $2.75; 
01, Master Service Set, $13.75; 
No 02; Heavy Duty Set, $8. 80; No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set 
3: 70; No. 1817, Giant ‘‘Snap-on” with 
extra heavy duty ratchet, $27.35. 
All Snap-on Wrenches less 33% per 
cent discount. 





(= of the most important things to learn about 
running a successful business is never to allow cus- 
tomers to go out dissatisfied or peeved. 

Some weeks ago, during the noon rush in a certain 
restaurant, a man waiting at the table where I was 
eating, became impatient and walked out—said he had 
waited twenty minutes and couldn’t wait any longer. 

Before he reached the door, the manager of the 
taurant had caught sight of him and hurried to catch 
him. He assured the customer that he would wait on 
him personally, immediately—took his order on the spot 
'—went to the kitchen and delivered it himself to the 


Block That Complaint 


time. 
res- 


table where the customer had again seated himself. 





The customer was mollified and appreciative, sat down 
and ate his dinner, conversed pleasantly with me as he 
ate, and went away pleased and satisfied. 

I don’t know personally whether he ever returned to 
that restaurant or not, as it is not a place where I have 
occasion to eat, but I would wager dollars to doughnuts 
that he has eaten many meals in the place since that 


My point is, that every employee, and particularly 
every department head of a_ business, 
closely, during rush periods especially, to see that no 
customer goes away with a complaint on his mind. 

—From “Doorways, 


should watch 


” published by Richards- 
Wilcox Co., Aurora, Ill. 
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(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, March 6.—Bright, mild weather has somewhat 
changed the complexion of things in the hardware market and job- 
bers and retailers, while not yet experiencing a real surge of activ- 
ity are disposed to take a more cheerful view of the situation. With 
the sun getting higher daily and the days lengthening out, it is recog- 
nized that spring can not be far off and that there soon will be in- 
terest in the articles associated with that season. Winter goods 
have not been cleaned up as well as usual because there were only 
a few brief periods of cold weather and snowfall was the lightest in 
recent years, and the opportunity for sales was much restricted. 
Announcement has been made of new prices on machine screws, 
which average approximately 30 per cent higher than the old ones. 
As with wood screws, machine screws had got to such a low level 
that there was no profit in them for anybody, and while the new 
prices appear to represent a rather drastic advance, it is conceded 
on all sides that the manufacturers were entitled to the fair profit 
the new prices will insure. An advance of 15 per cent has been 
made in white enamel sinks. Collections still are sluggish. 


AUTOMOBILE ACCESSORIES.— oe. gee wt te ee eeeeees 1.22 1.14 
There has been no improvement in the eg Putrpitdeenas -< er 
{ demand for these items, which jobbers 7 ose oeecerceeeses 4 pe 
i PRR oe 2.62 y 
quote: SS. er 3.40 3.17 
Alcohol.—In barrel lots, 49c. to 57c. No. 771 ............. 42 .39 
per gal. es EN Sahbu cues ees -40 361% 
ivo.—In 55 gal. drums, $2.25 per No. 6 dry cells, ignition type unit 
a 30 gal. drums, $2.30; 3 gal. cans, package, 33 ye each. sep 
Prestone.—Eveready, $3.60 per gal. ue eee en = ty aan: 
Chains.—Lots of 1 to 9 pairs, 30 per 706, 28c.: No 750, 18%c.) No. Het, 35. 
cent off list; lots of 10 to 49, 35 per Oe oe” SP eee A ee oe 
cent off list: jlots of 50 or more, 40 Hot Shot.—No., 1461, $1.67; No. 1661, 
per. cent off 1 $2.37. 
pananiounie: ite t, 60 ach; 1 
45c. . selina ti ait inte BOLTS, NUTS AND RIVETS.—De- 
gght¥drometers. — Standard makes, mand still runs steady, but individual 
sales are small. Prices of small rivets 


AUTOMOBILE TIRES AND TUBES : : 

*| at factory have stiffened slightly. 
—Sales for the year to date have run! Cleveland jobber competition _ still 
slightly ahead of the same period last bothers local firms on bolts and nuts 
year, but it will require intensive ef- Jobbers quote: ; 
forts to repeat this report a month ‘ 


/ 
Bolts.—All styles except stove and 


ey as March last year was one of tire bolts, per 100 pieces, hd to 62% 

the big months of the year. Jobbers per cent off list; stove bolts, 75 and 
: . 10 sent off list; tire : 

quote the popular sizes of tires and 10 io renner ofr any ne SE SS one 

tubes handled by the hardware trade: Nuts.—All styles, 60 to 62% per 


Casings.—High pressure, cord, 30 x cent off list. 
3% in. clincher, $6.10 each; same ex- Rivets.—Large, $3.50 base per 100 
tra size, $8.30; 31 x 4 in., $13; 32 x 4 pieces; small wagon and tinners’ riv- 
in., $13.80; 33 x 4 in., $14.50; 32 x 4% ets, 60 per cent off list. 
in., $20.20; 33 x 5 in., $25.50; balloon, 
29 x 4.40 in., $9.15; 30 x 5 in., $13; 31 BUILDERS’ HARDWARE. — Actual 








. 4 <4 . . 
x6 ins $180; 30, x £25,.in;, 20 in. | business has not yet increased much, 
in., $20.85; 30 x 6 in., $20.40; 32 x 6 but there is more inquiry and large 
ieee in. rim, $21.10; 21 in. rim, sales are looked for in the next few 
Tubes.—High pressure, tan, 30 x weeks. Prices are firm. Jobbers quote: 
en seein sae hj 31x 4 _- Butts.—Bali tip, plated, dull brass 
$2. 60: 32x 4% in. $2.90: 33 x 4% in. and antique copper, less than case 
$3.00: 34 x 4% in., $3.10; 338 x 5 in. lots, 3 in. x 3 in., $18.50 per 100 pair; 
$3.75: gray tubes sell 15 to 50ec. 3% in, x 3% in., $19; 4 in. x 4 in., $30. 
less; balloon, gray, 29 x 4. 40 ‘in., $1.85: Hinges.—Heavy strap, 6 in., $1.85 
30 x 5 in., $2.25; 31 x 5 in.. $2.30; 30 per doz.; 8 2 Aa a 10 in., $4.80; 
x 5.25 in., 20 in. rim, $2.55; 21 in. rim, extra heavy, T, $2.30 per doz.; 
$2.65; 30 x 5.77 in.. $3.10; 32 x 6 in., 3 in., $3.40; 10 * 4 "%. 40; light strap, 
$3.10; 33 x 6 in., $3.55. with’ a, packed ane — - a 
0X, n., - per pair: n., 
BATTERIES.—Demand shows a tend- $11.60; light, T, 3 in., $11 per 100 pair: 
“ ency to ease off, but at that sales are 4 in., $12.60. 
making a reasonably satisfactory show- Hasps.—Hanger, without screws, 
» single dozén lots, 3 in., 65c. per doz.; 
ing. Jobbers quote: 4 in., 79c.; 6 in., $1.05; sfety, 3 in., 
Broken Unit 97c. per doz.; 4% in., $1.14; 6 in., 
Packages Packages $1.60. 
are re st $1.05 $0.97 Garage Sets.—Swinging hinges, 10 
a eee Ce 3.85 3.33 in., $3.00 per set. 





Pittsburgh Reports Trade Improvement 
—Screw Prices Advanced — Collections Slow 


CARPET SWEEPERS.—This line is 
moving with its usual steadiness. Job- 
bers quote: 


Bissel’s Grand Rapids, japanned 
trim, $44 per doz.; nickel-plated trim, 
$48. Universal, $42; standard, $36; 
Junior, $16; Little Gem, $4; Sterling 
sweepers, $24 per doz. 


EGG CARRIERS.—Eggs are plenty 
again and the movement by parcel post 
expanding to an extent that the call 
for aluminum egg carriers is helped. 
Jobbers quote: 


Egg Carriers.—1% doz., 85c. each; 
2 doz., $1; 3 doz., $1.20; 4 doz., $1.35; 
6 doz., $1.85. 


FARM, GARDEN AND LAWN SUP- 
PLIES.—It will not be long before the 
lawn, hedges and gardens begin to get 
attention, and retailers are preparing 
for the time in rounding out their 
stocks of the articles that are likely to 
be required. Jobbers quote: 


Forks, na and iieet--Manare 
forks, No. 31, $13.63 per doz.; 
41, $15. 24; segtaiet forkin, No. 84, 's10.80 
per doz.; No, 72, $14.28; garden rakes, 
No. 014, "$5.64 er doz.; No. 512, $8.64: 
No. 514, $9; wn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows.—Garden, No. §81, ot =~ 
a? No. 82, $4.75; No. 83, $5.0 

$7.75: No. 45, $4.50; No. 35, "Gs. M8: 
ND. 25, $6.25 

Treaeie-Garten: No. $1.40 per 
doz.; No. 803, 90c.; No, 369, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 


Grass aoe and Shears.—Hooks, 
No. 7, $2. per doz.; No. 450, $4: 
German, 33. ry English, $7. Shears, 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 520, 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6. 50; No 
4671, $9; hedge, 8-in. blades, "$1.25 
to $1.75 each; 9-in., $1.40 to $1.90; 
10-in., $1.60 to $2. 

Rruners.—Tree, Waters, og 30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
ae 2. 35 to $1.65; A at ad $2.60 
to 

aco Reels and Nozziles.—Garden 
_ in 50-ft. rolls, %-in., 9c. per 

5g-in., 9%c.; %-in., 1lc.; nozzles, 
$3. 60 to $6 per doz.; reels, $1 to $4 
each. 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4-qt., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.4 0. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to’ $15. 


HEATERS.—Fairly good demand is 
noted for gas heaters, which a need is 
found for, now that the temperatures 
are getting high enough to dispense 
with main house heating units. Oil 
heaters will hardly show activity until 
the camping season opens. Jobbers 
quote: 
Gas Heaters.—Radiant PR sit $6 to 


$36 each; reflector type, $3 t 


Oil Heaters.—Nesco, No. 12, $3. 75 
each; No. 15, $4.75 each; No. 016, 
$5.50 each. Reliance, No. 20, $4.60 





each; No. 30, $6 each. 


Reading matter continued on page 102 
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SWEET METAL FACTORY ane WAREHOUSE No2 


Saunders Norvell, Esq., 
Pres., Remington Arms Co., 
25 Broadway, 

New York City, N. Y. 


Dear Mr. Norvell: 


In reply to your letter of February 23rd. The reduction in loads that we put into effect was due 
entirely to the assistance afforded us by your Company. They started the ball rolling in 1922, six years 
ago, when they placed on the market, Remington Game Loads. That was the turning point, so to 
speak. 


From that time on, it has been possible for the jobber to keep on eliminating year by year, load 
after load—in fact almost entire series of loads. This process of elimination has made it possible for us to 
cut down our line of specified loads to a point where now they constitute only about 10% of our sales. We 
really believe that within another two years we will not be carrying specified loads at all. The Reming- 
ton Game Loads will take care of all of our requirements. 


The thought occurred to me when making up our stock loaded shell order to apply on your spring 
proposition—do jobbers and retailers appreciate what the Remington Arms Company has done for them 
insofar as simplifying the shell situation? Fifteen years ago it took a matter of two or three days to 
place an order for six or seven million shells. So many factories had to be taken into consideration 
at that time. All the powder makers had their representatives travelling through this territory and 
we had to try to please them all. This, of course, meant a whole lot of needless duplication of loads 
which today has-been done away with. 


I feel, that the trade at large owe the Remington Arms Company a debt which it will be hard 
to pay. The investment of capital is so much less, the turnover is greater, and what is more impor- 
tant still, a jobber is now in a position to fill orders at all times whereas before his line of loads was strung 
out to such a thin line that he was out of goods more or less all the time. Such a condition today is 
unknown. Instead of taking two or three days to make up our shell order for shipment in April it 
took a little over half an hour. It was just as easy a task to make up a stock order as it would be 
to order a carload of nails. 


' I am inclosing herewith a shell list issued by us in 1913, just fifteen years ago—my how time 
flies, and yet that was only a year before the war. However, if you will cefer to pages 19, 20 and 21 
of same you will note we listed, and in fact carried in stock, sixty-one trap or target loads. Just 
think of it, sixty-one distinct loads, every one of which was in demand at some time during the year. 
Today we are listing and carrying in stock, three trap or target loads, namely the Nitro Club, Du Pont 
and E. C. powders, and Shur Shot target loads, and yet we get along just as well—that is, we mean 
we are not losing any business, and what is equally as important, we are able to fill orders all the time. 


A further reference to the same list will show you that we were in 1913 listing and carrying in 
stock, six hundred and ninety-two loads. Today we are listing and carrying only one hundred and 
thirty-four. Even this number will be reduced another year. We are dropping out quite a number 
of loads just as fast as our stock becomes exhausted. 


Speaking for the firm I have the pleasure of representing, I wish to say that we appreciate, very 
much indeed the condition that the Remington Arms Company has brought about. It is for them to 


take all the honor and glory that there is. We only took advantage of the situation that they cre- 
ated for us. 


Yours very truly, 
AJH:AG FARWELL, OZMUN, KIRK & CO. 


Mgr. Sporting Goods Department. 


FARWELL, OZMUN, Kirk & Co. 


SAINT PAUL ADVISORY BOARD: 
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HOUSE - CLEANING SUPPLIES.— per cent less in lots of 500 lb. or more 
Spri l P ° f ff and extra 4 per cent less in lots of a 

pring house cleaning is not far o ton or more; turpentine, 77c. per gal- 
and there is some interest in the arti- lon in barrel lots; raw linseed oil, 


11.3c. per Ib. in barrel lots. 
PAPER HANGERS’ SUPPLIES.— 
There is the usual good demand com- 
mon to this time of year. Jobbers 


cles that will be needed for that ac- 
tivity. Jobbers quote: 


Mops.—O-Cedar, 33% “ “a 7} 
list; Cotton, oy grade, 


per doz.; No. 20, $5.50; Sg 30, f.00 sb > 
RD. 36 $1150. quote: 

Chamois Skins.—12 x 14 in., $3.50 Smoothing rollers, No. 4, $9.60 per 
per doz.; 13 x 17 in., $6; 14 x 18 in., pe No. 8, $10.50; seam rollers, No. 
$7.50; 15 x 20, $9.20. 1, $2.75 per doz.; No. 17, $4; brushes, 

Waxes.—Johnson paste wax, 1-lb. $3°60 to $13 per doz.; shears, $17 to 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. $24 per doz. 


Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4.00; 
No. 949, $65. 50; No. 959, $6.05; No. 
1537, $5. 25; ‘No. 1549, $7. ‘10, and No. 
836, $3.35, all prices per dozen. 

Continental gs ane mete: type, 
No. 833, $4.60; No. 837, $4.75; oO. 
1137, $5. 30; No. 1145, $6. 35; "he 1437, 
$6. 96, and No, 1445, $7.80, all prices 
per dozen. 


Diamond E ventilators, all metal 
type, No. 01, $4.40; F ¢ $4.80; No. 


No. 3, 
$8.40. Ali diamond E prices are per 
dozen. 


Tab” chia She. 24, sane s170e4 1b, | POULTRY NETTING.—Demand is| wyRE PRODUCTS.—Movement of 


1-lb. cans, 85c. 


cans, $3; liquid wax, Johnson, pints, gaining steadily and jobbers now re-| ),i1, and other common wire products 


75c.; quarts, $1.40; Old English, pints, 
75c.; quarts, $1.40. Dealer's discount, 


port a good movement. Galvanized is showing some 


33% per cent. netting is quoted at 50 and 10 per cent opproach of spring. 


Sponges.—According to size and . . 
quality, $2 to $9 per doz. off list after weaving. 
Ww 


all Cleaners.—Smoky Cit and . 

Climax, $1 a ga cans; Perfection POULTRY a gene canine A rals- 

paint cleaner, $3 per doz. ing is seasonally active, and there is 
Step Ladders.—Standard full rodded : 

ladders, 28c. per ft.; extra, 46c. per accordingly a good demand for the ac- 
y : cessories of the business. Jobbers 
Floor Polishers.—Johnson's_ elec- 


tric. $42.50 each, subject to ~ et quote: 
of 25 per cent to retailer; hand, $3.75 Fountains, 25c. to $1 each; feeding 
each; Old English, $2.60 each. troughs, 20c. to 85c. each; mash hop- 
Carpet Beaters.—Justrite, $1.10 ers, $1.30 to $2.10 each. 
doz.; No. 4, $1.20 nied 
Sosa SCREEN-WIRE CLOTH.—Jobbers are 


INCUBATORS AND BROODERS.— 
Fair demand is reported for incubators ‘ : 5 

and a really good one for brooders. this nt we Sa ecg 0 akin 
Jobbers quote: $2.10: bronze, $6.50. i ae 


Incubat . No. 1, $26.25 each; No. 
2, $81.15; ne. 3. $40. a No. Ys $47, 60: SANITARY GOODS.—Seasonally good 


well satisfied over the movement of 


5, $74.90; No. 14E, $11.55; No. 16E, demand is reported by jobbers, who 

319. 25: No. 17E, $25. brooders, uote: 
portable, No. 20,'$823 each: No. Zi, | quote: 
$10.85; No. 21, $13.30; blue flame, No. Desolvo, No. 16, $3.75 per doz.; No. 
80, $14; No. 81, $15.75; coal burning, 10, $2.15 per doz.; Kloset Klean, $2 
No. 117, $15.05; No. 118, $18.55: No. per doz.; Saniflush, $2.25 per doz. 
119, $21. A ingen pipe opener, $2 ie doz. ; 

* tile and porcelain cleaner, $1.20 per 

PAINTING SUPPLIES.—A consider- doz.; bowl cleaner, $1.85. 


able quickening in demand has accom- SCREWS (MACHINE).—New prices 
panied a few days of springlike| have been announced and show an ad- 








_— 7 pa ae eae vance of approximately 30 per cent. 

rices to retailers: eady mixed * 

paints, best grades, $2.60 per gallon: VENTILATORS.—There is a_ very 
ower grades, $2.00 (whites and dark i venti 
greens, 15c. per gal. higher); white steady call for window ventilators, 
lead, 13%e. per Ib. in 100-Ib, lots; 10 which jobbers quote: 


We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire 


(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage....... $3.05 $3.50 
10 3.10 3.55 
3.60 
3.70 





Barbed og (per 80-rod men 


S-MOIME GAELIC ...w 5.6:0.050 cade saass cod .97 
2-point — Re LAR Ek ee 3.18 
SBOE BOE. Sic ise cccvvateacoeves 3.43 
ee ee ee eee ee 3.17 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
DEEEOEE Rubee tse rosVshwehe ne sev ie $39.80 
eee bat Speer, Peet fete 55.80 
ee ee ee ere 27.70 
DE is sds 5 o08 oR aN ee seeps e% 37.00 
DME Seto seas ccewe coed s Vabaate 35.80 
ee ee eee ee 49.20 
Poultry: 
ie Sets 354 hichite ies obsess co $36.50 
ee ey eS ne eer 44.00 
i Ee ho ea aednn> aks 49.50 


Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 


SS Saree ee: er roe 
ee eee SS 55c. each 38c. each 
a x iw cadewas® 65ce.each 40c. each 
‘ 


Bright nails, base, per keg, $2.85. 





Spring Lines Moving in Cleveland Market 
—Building Outlook for 1928 Is Good 


(Cleveland office of HarpwarE AGE) 


CLEVELAND, March 6.—With the approach of spring there is a 
better movement of garden tools, poultry netting, fertilizers and 


each for all sizes in lots of less than 
50; Champion X spark plugs, 45c. 
each for less than 100, and 4l1c. each 
for over 100; Champion regular, 53c. 
each for less than 100, all sizes; 50c. 
each for over 100. 


pe other — on Orders for — merchandise show a AXIS ¥ie’ 1907 ptiede have been re- 
slight gain. ill supplies are moving we 1. Country retailers are | established for this year and jobbers 
placing liberal orders for mixed paints. While automobile tires | have started to take orders for deliv- 
are not active, sales are expected to pick up considerably this month. | eries until November. 


Local retail business is rather dull, but about normal for this time of 
the year. The outlook in the local building industry this year is 
very good. The market throughout shows a firm tone and very few 
price changes are reported, the most important being a decline of 1 
cent per pound on base grades of manila rope. 


Collections are not very good. 


AUTOMOBILE TIRES AND ACCES- erty Cord, $6.10; heavy duty over- 








: A size, $8.30; 32 x 4 Liberty, $11.15; 

minor A = wig 4 in orn heavy daty, $13.50; balloon tires, 21 x 

e usual volume for this tim : -10; 29 x 4. 15; 30 x ; 

A h t ° d 7 the 32 x 6, heavy duty, $21.10; 32 x 6.20, 

year. - a more active got is neeay duty, $24, $6; tan tubes, 30 x 31, 

expec i x 4, -50; x , $3.10, 

F ne ted in e present month than in balloon tire tubes, gray, 27x 4.40, 

ebruary. etailers so far have not $1.80; 29 x 4.40, $1.85; 30 x 5, $2.25; 
placed many future orders. 32 x 6, $3.10; 32 x 6.20, $3.50. 

We quote from jobbers’ stocks, 

Cleveland jobbers quote Mansfield f.o.b. Cleveland: Millers Falls, No. 145 

tires, f.o.b. Cleveland, 30 x 3% Lib- jacks, $3.75. Derf spark plugs, 96c. 


Reading matter continued on page 104 


Jobbers quote f.o.b. Cleveland: 
First grade single bitted, rustless, 
black finished handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
er doz.; double bitted, unhandled, 
20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand is dull. 


Jobbers quote f.o.b. Cleveland: 
B and C radio aaa. 


nit Broken 
Packages Lots 
2 Me cons wes sennaded $1.14 $1.22 
RP rer 1.30 40 
TU ges secesdalneses 2.44 2.62 
ee See. Sib sacar Guxcann 3.17 3.40 
No _ BE PONS PE Por & 3.33 3.5 


48 3 .58 

spy -s A batteries, No. 7111, 

in standard packages; 40c. in 

ef lots; Columbia igniter dry cell 

batteries, 32%. in standard pack- 
ages, 36c. in broken lots. 





increase with the 
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Wind cant blow 


hese doors shut / 


They slide inside the garage where they 


are forever free from the elements 


Ho” many times last winter did the garage door blow 
shut just when you were ready to drive in? Thinkof [fF 
having garage doors that can’t blow shut; doors that won't 
stick, sag, swell, or shrink. Garage doors that work as easily 
as the front door of your home. Slidetite garage doors do. | 











Slidetite equipped doors have all the hardware inside the 
garage where it will work better and last longer. By slid- 
ing the doors inside you have an unobstructed, full width 
opening. Slidetite is the most practical equipment for gar- 2 
ages with 2 to 10 doors, providing openings up to 30 feet. || 





























The dangerous center posts are done away with. 





Slidaside doors (above) are most practical 
when the garage is not deep enough to fold 
the doors inside. They slide around the cor- 
ner ... inside. 














“A Haneer forany Door that Slides 


New Youn: - - AURORA,ILLINOIS,U.S.A. . - - chicago 





Boston Philadelphia Cleveland  Cinci lis St. Louis New Orleans Des Moines 
Minneapolis ansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 





Slidetite equipped doors (below) 
slide and fold inside . . . away from 
ice and snow ... free from the wind. 
In addition, they save 
the expense of an ex- 
tra entrance. 




















2S ETE NEES or RESD 
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BINDER TWINE.—New prices for the 
season have not yet come out. Some 
business is being taken subject to prices 
to be named. 


BIRD CAGES.—The demand continues 
good. 


Cleveland jobbers quote bird cages 
f.o.b, Cleveland: No. 274, $1.85 each; 
No. 275, $2.35 each; No. 275 Duco 
finish, $3.50 each; for cartons of 3 
the price is 15 cents less. 


BOLTS AND NUTS.—Orders are com- 
ing out a little more freely than re- 
cently. Prices are firm. 


Jobbers quote f.o.b. Cleveland: Ma- 
chine and carriage bolts, cut thread, 
hot pressed and cold punched nuts 
at 60 and 5 per cent off list. Bolts 
with rolled thread, 60, 10 and 5 per 
cent off list. Stove bolts, 80 per cent 
off list. 

Semi-finished nuts in bulk, 50 and 
5 per cent off list; 15 per cent higher 
for packages. 


BUILDERS’ HARDWARE.—Retailers 
are stocking up for spring and sales 
are fairly good. The outlook for this 
year in the building field is promising. 
Prices on butts are holding to the re- 
cent advance. 


Cleveland jobbers quote in case lots 
lock — - 75 ot doz.; heavy strap 
hinges, 1.45 per doz.; 8 in., 
$2.38 per or ; extra heavy T hinges, 
4 in., $1.73 per doz.; 8 in., $2.80 per 

oz. 


Butts, case lots, 3 in., 16% cents 
~ pair; 3% in., 17 cents per pair; 

4 in., 23 cents per pair; for less than 
case lots all sizes are 1 to 2 cents per 
pair higher. Butts with sand blasted 
finish are 4 cents per pair higher. 

Ornamental hinges, standard finish. 
$1 per doz.; nickel finish, $1.25 per 
_— sand blasted finish, $1.20 per 
0z 


CORRUGATED ROOFING.—Sales are 
light and prices unchanged. 


Cleveland jobbers quote 28-gage 
corrugated roofing at $4.01 for 1% in., 
and $3.97 for 2% in. per square, f.o. b. 
Pittsburgh, for ten squares or more. 


GAME TRAPS.—Jobbers have made 
practically no sales since the recent re- 
establishment of prices. 


Cleveland jobbers quote Victor 
traps, No. 0, $1.10 Pre ; No. 3, 
‘ 4 per doz.; 
Oneida, a No. 0, ai 59 a4 doz.: 
83 %, $2.81 

per doz. 


GLASS BAKING WARE.—Sales are 
fair.» 
Jobbers quote f.o.b. Cleveland: 
Casseroles.—Round or oval, 1 aqt., 
frit 1% qt., $1.17; 2 qt., $1.33; square, 
7; casseroles with fancy covers, 
"bie Bites —s 
ie Plates. in., 50c.; 
etn, oe n., 50c.; 9 in., 60c.; 
Bread Pans.—No. 212, 60c.; No. 214, 


1. 

Utility Dishes.—No. 2 ; 

232, $1.27. 0. 231, 67c.; No. 
ea xT y ‘cups, $1.67; 4 

6 cups. $2.33 ps, $ cups, $2; 


GLASS CLOTH AND CEL-O-GLASS. 
—These are moving better than recent- 
ly, owing to an increased demand from 
poultry raisers. 
Cleveland jobbers quote glass cloth 
24c. per yd. in 100 yd. rolls, and 25c. 


per yd. in small rolls; Cel-O-Glass, 
12c. per sq. ft. 


HOUSEHOLD CLEANERS.—T hese 
items are fairly active. 


Jobbers quote f.o.b. Cleveland: 

Presto pe opener, $2 per doz.; 
Presto toilet bowl cleaner, $1.85 per 
doz.; Presto tile and_ porcelain 
cleaner, $1.20 per doz.; Presto vege- 
table oil soap, $2.60 per doz.; Presto 
Met-L-Shyn, $3.60 per doz.: Presto 
Silvershyn, $1.80 per doz.: Presto 
waterless cleaner, 2-pt. cans, $5.40 
per doz.; 5-pt. cans, $9 per doz.: 





Presto window cleaner, 6-0z., $3.60 
per doz., 12-oz., $5.40 per doz.; Presto 
Lustre Furniture Pol sh, 6-0Z., $2.60 
per doz., 12-0z., $4.32 per doz.; 16-0z., 
$5.40 per doz.; Presto dry cleaner, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz, size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz., gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
eans, $2.15 per doz.; gross lots, $2 
per doz. , 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 


ICE CREAM FREEZERS.—Orders are 
not plentiful. 


Jobbers quote f.o.b. Cleveland or 
factory with freight allowed to des- 
tination on 12 or more as follows: 
White Mountain, 2 qt., $5.65 each; 
4 qt., $8.25 each; 6 qt., $10.45 each; 
8 qt., $13.50 each; this price is subject 
to 50 per cent discount. 

Lightning, 2 qt., $5.50 each; 4 qt., 
$8 each; 6 qt., $10 each; 8 qt., $13 
each; subject to a 55 per cent dis- 
count. 

Blizzard, 2 qt., $5.50 each; 4 qt., $8 
each; 6 qt., $10 each; 8 qt.. $13 each; 
subject to discounts of 55 and 7% 
per cent. 

Acme, 2 qt., in half dozen lots, $8 
per doz.; in broken packages, $8.40 
per doz. 


LAWN HOSE.—Hose orders are rather 
scarce, as the bulk of the retailers 
bought some time ago. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 2-braid molded, un- 
coupled hose, % in., 7% cents per 
ft.; % in., 8% cents per ft.; % in., 
9% cents per ft.; coupled hose is ¥, 
cent per ft. higher. 


LAWN MOWERS.—Sales are better 
than they have been recently, as job- 
bers are getting orders from some of 
the trade that did not buy when the 
market was active some time ago. 


NAILS AND WIRE.—Orders are mod- 
erate. Regular prices are being main- 
tained. 


Jobbers quote nails at $2.75 base 
per keg for mill shipment and as 
follows from stocks: 

Nails.—Less than car lots, $2.90 per 
keg; No. 9 galvanized wire, $3.35 
100 Ib.; No. 9 annealed wire, $2.90 
per 100 Ib.; cement-coated nails, $2.90 
per 100 Ib.; polished fence staples, 
$3.60 per 100 Ib.; galvanized fence 
staples, $3.85 per 100 Ib. 

Barbed Wire.—Barbed wire stock 
shipment foun 4 point, $3.13 per 
80-rod spool. Hog wire, $3.38 per 
80-rod spool. 

OIL AND GASOLINE STOVES.—Job- 
bers have commenced to ship spring 
stocks. Sales show a slight gain. 


Jobbers quote f.o.b. Cleveland: Per- 
fection oil stoves, full white porcelain 
enamel with built-in oven, Superfex 
burners, $140; full white porcelain 
enamel with built-in even, double- 
wall burners, $120; japan finish 
stoves, $28.50, ’322. 50 and $17.50. Pur- 
itan oil stoves, full white porcelain 
enamel with ‘short drum Puritan 
burners, $122; japan finish stoves. 
$28.50, $22.50 and $17.50. Puritan 
pressure gas stoves, full porcelain 
enamel with built-in Se and pres- 
sure gas woe $128: japan finish 
stoves, $38, $33 and $26. 50. Perfec- 
tion ovens, one burner, $2.50; one 
burner glass door, $2.70 and two- 
burner glass door, $6. Discount on 


above stoves and ovens, 30 per cent 
for less than ten and 30 and 5 per 
cent for ten and more. 

Nesco stoves, 2-burner gasoliné 
without 3 7 shelf, $23; same, 3- 
burner, same, 4-burner, $33; 


Reading siaiie continued on page 106 





4-burner range, $65; 5-burner range, 
$70; high shelves for re Py Sraeed gasoline 
stoves, 2-burner, 3-burner, 
$6.50; 4-burner, $8; pa oe discount, 
30 and 5 per cent off list. 

Air-O-Gas gasoline stoves, No. 327, 
$28.50; No. 330, $34.50; No. 324, $39; 
No. 325, $45; No. 328, $72; No: 322 
range, $114. These prices are subject 
to a 33% per cent discount. 


PAINTERS’ SUPPLIES.—Jobbers are 
getting a good value of business in 
mixed paints and lacquers for spring 
shipment. Country merchants are buy- 
ing freely, but city dealers are not 
placing many orders yet. The market 
shows a tendency toward lower prices 
on flat paints and lacquers. 


Cleveland jobbers quote as follows: 

Mixed paints, best grades, $2.75 to 
$2.95 for colors and $2.90 to $3.10 for 
whites. 

Turpentine in bbls., 72c. per gal.; 
less than bbl., 87c. per gal. 

Linseed oil in bbls., 87c. per gal.; 
less than bbl., $1.02 per gal. 

White lead in 100-lb. kegs, 13%c. 
per lb.; in 50 and 25-lb. kegs, 14c. per 
Ib.; in 12%-lb. kegs, 14%c. per Ib. 
Quantity discounts, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent 

Enameling lacquers, $1.20 to $1.65 
per qt. 

POULTRY NETTING AND WIRE 
CLOTH.—The heavy buying is over, 
but jobbers are taking a fair amount 
of business in pick-up orders, particu- 
larly for poultry netting. 


Cleveland jobbers quote: 12-mesh 
black wire cloth, $1.75 per 100 sq. 
ft.; 12-mesh galvanized, $2.10 per 100 
sq. ft.; 14-mesh galvanized, $2.50 per 
100 sq. ft.; 16-mesh, $2.85 per 100 sq. 
t.; bronze, 14-mesh, $5.35 per 100 ft. 
rolls; 50 ft. rolls 10c. additional. 
Poultry netting, galvanized after 
weaving, 50 and 10 to 50, 10 and 5 per 
cent off list; galvanized before weav- 
ing, 50, 10 and 10 to 50, 10, 10 and 5 
per cent off list. 


PREPARED ROOFING.—Jobbers have 
taken a heavy volume of business in 
roofing, but sales at present are slow. 


Cleveland jobbers quote popular 
grades: Light, 98 cents per roll; me- 
dium, $1.12 per roll; heavy, $1.29 per 
<= slate surface roofing, $1.99 per 
roll. 


RADIO EQUIPMENT.—Tubes are in 
fair demand. Radio sets are not mov- 
ing very well. 

Jobbers quote f.o.b. froretens: 
Philco 6-180-volt, AB-68 socket 
power units, $33; AB- 386, Soe: AB-382, 
$45; 6-150- volt, "AB- 663 ‘and AB- 356, 
$27; AB-623, $33; 4-volt, AB-463, $27: 

AB-423, 30; seen, 4 socket power 

s A-603, $16. socket units, 
B-86, $21; B- $0 Bu 6b: Pniteo trickle 
charger, TC-60, $6. 


ROLLER ape for spring 
shipment have increased. 


Jobbers quote f.o.b. Cleveland: 
Union Hardware Co. line, Nos. 4 and 
5, $1.42 per pair; No. 6, $1.55 per pair; 
No. 3, children, ¥5c. per pair. 


ROPE.—The price of the best grade of 
manila rope has declined 1 cent a lb. 
No change has been made on the 
cheaper grades or on sisal rope. 


Cleveland jobbers quote best grade 
of manila rope at 22%c. per Ib. for 
factory shipment and 23c. per Ib. for 
stock shipment; sisal rope, 16c. per 
Ib. for factory shipment and 16 the. 
for shipment from stocks. 


ROASTERS.—Not many orders have 
been taken since the recent reestablish- 
ment of last year’s prices. 


Cleveland jobbers quote No. 75 
lain polish, $8.90 per doz.; No. 200, 
15 r doz.; No. 11, dark blue en- 

ameled, $21.25 per doz.; No. 41 same 

in large size, $27.50 per doz.; No. 13, 

small Magnolia, 33 2 r doz.; No. 43, 

large Magnolia, $34.50 per doz. 
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No Other Cross-Cut Saws 















ick turnover of stock, more Cross-Cut Saw 
sales and more profit are what you get when you 
if concentrate your sales effort on high grade saws like 


i] SiMe © my Crescent - Ground 


Cross-Cut Saws 






They are the fastest selling cross-cut saws in the world 


Their popularity is due mainly to their wonderful edge- 
holding quality and ability to withstand wear. Crescent- 
Grinding, an exclusive Simonds method, makes them 
smooth and easy cutting without binding in the kerf. 







° o.° ’ . 
Get our selling proposition and dealers discounts. 


Ask your jobber 
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SAW anv STEEL COMPANY 
Established 1832 Fitchburg, Mass. 
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SCREEN DOORS AND WINDOWS.— 
Most of the orders for spring shipment 
are already in, although there is still a 
fair demand for window screens. 


Cleveland jobbers quote Contingnem 
line No. 288 doors, 2.8 ft. 6.8 ft., 
$23 per doz.; 2.10 x 6.10, $24 ee. doz. ; 
No. 315 G-12, 2.8 x 6.8 ft., $31.65 per 
doz.; 2.10 x 6.10, $32.65 per doz.; = 
dows, No. 1233, $3.15 per doz.; 

$3, $4.15 per doz.; No. 2433, $4.90 od 


SHEETS.—There is not much call for 
galvanized sheets. Mill prices are ir- 
regular and jobbers’ prices are un- 
changed. 

Cleveland jobbers quote 24-gage 
galvanized sheets at $4.40 per 100 Ib. 
SPRAYERS.—These have become ac- 

tive items. 
Cleveland jobbers quote: 1-pt., tin 


sprayers, $3.15 per doz.; 1-qt., tin, 
$3.50 per doz.; 1-qt., galvanized, $4.25 





per doz.; 1-qt., mason jars, $5 per 
doz.; 1-qt., continuous, $6.50 per doz.; 
No. 327 7h, ’Little Giant, $3.10 per doz.; 
4-qt., compressed air, $4 per doz. 


STOVE BOARDS.—Jobbers are taking 
a fair volume of business in walnut and 
mahogany stove boards, but zinc boards 
are inactive. 

Cleveland jobbers quote No. 3 
square, wood lined stove boards in 
full box lots, 28 x 28 in., $15.35 per 
doz.; No. 6 oblong wood lined, 24 x 36, 
$16.50 per doz.; No. 9, square paper 
lined, 28 x 28 in., $8.25 per doz.; No. 
12, oblong paper lined, 24 x 36 in., 
$10 per doz. 


STOVE PIPE AND ELBOWS.—These 
items are quiet, as most retailers have 
bought for fall shipment. 


Cleveland jobbers quote for factory 
shipment 6-in. 28-gage Security stove 
pipe at $3.28 per crate of 25 joints, 
and 6-in. elbows, 28-gage, at $1.36 
per doz. 





VENTILATORS.—Buying is about 


over for the season. 


Jobbers quote Continental bts 
ty es, No. 937, $3.75 per doz.; 

» $5. 10 per doz.; No. 1537, $4. 80 co 
pad ;' No. 1549, $6. 60 per dos. Con- 
tinental ventilators, non =. 
833, $4.30 per doz.; hea 45 
doz.; ; No. 1137, sg5° Feoty *doz.; : 
1437, $6.45 per doz.; No. 1445, $7.30 oa 
doz Liberty all metal window 
screens, 18 x 83 in., galvanized, $6.80 
per.doz.; 24 x 37 in., galvanized, $9.20 
per doz.; 18 x 33 bronze, $10 per doz.; 
24 x 37 bronze, $12.80 per doz, 


WOOD SCREWS.—These are holding 


to the recently adopted new prices. 


Cleveland jobbers quote flat head, 
bright screws, 60 per cent off list; 
round head, blue, 50 per cent off list; 
flat head, japanned, 40 and 5 per cent 
off list; round head, nickel on steel. 
27% and 10 per cent off list; flat 
head, brass, 50 per cent off list; round 
— brass, 40 and 10 per cent off 

st. 





Building in Northwest Ahead 1927 Figures 
for Same Period — Outlook Bright 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, March 6.—Building permits are already ahead of 
1927 for the same period of time, with new projects being an- 
nounced almost daily. Both residence and business building are 
being planned, and in many instances, particularly in the commer- 
cial building, actual operations have been started. With this line 
of activity, and that of road building, there should be very little if 
any idleness in the northwest tributary to the Twin Cities, in 1928. 

Collections are still rather slow in the larger centers at least. 
Prices for the most part are firm, with a suggestion of a slight rise 


as spring business opens up. 


AXES.—Demand for axes is decreasing 
slightly. Stocks are well filled, with 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled singled bit, 
$19.25; double bit, $24.25 per doz., net. 


BOLTS.—Sales are still rather slow, 
with stocks well assorted. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
~~ 60 per cent from standard 
sts. 

BRADS. — Dealers are filling in their 
stocks, with prices still firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Steel wire brads, 
75 per cent from lists. 


BUILDING PAPER.—Call is. still 
light, with stocks well filled. Prices 
show no changes. 


We quote from jobbers’ stocks, 

ogg Twin Cities: Rosin sized build- 

paper at $2.75 ewt., and tarred 
felts at $3.10 cwt., net. 


BUILDERS’ HARDWARE.—While an 
excellent season is forecast for sale of 
finishing hardware, present sales are 
light. Stocks are being rounded into 
shape for the coming season. Prices 
are unchanged. 


We quote from {ebbecn. stocks, 
f.o.b. Twin Cities: 3% x 3% steel 
brtts. old copper and dull brass fin- 
ish, 19c. pair, in less than case lots; 





18c. pair, in case lots; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, 26c. pair, less than case lots; 
25c. pair, in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz. sets, case lots, 
$6.75 doz. sets; steel bit- keyed front 
door sets, $1.85 per set; cylinder 
brass outside trim, bit-keyed front 
door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 

Light pele stra p bineen 3 in., 56c. 
doz. pair; 4 in., . doz. pair; heavy 
plain strap Sineen, 4 in., 98c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair: 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair: 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair, net. 


CHAINS.—Stocks are in good condi- 
tion, with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, 4 x 
14, $13.85; % x 14, $10.80; % : 14, 

$10.20; TE af coil chain, % in., $12 % 

in., $ % in., $8.35; % in., $9.20 
ewt., pon 

EAVES THROUGH CONDUCTOR 

PIPE AND ELBOWS.—Demand is 

fair, with prices firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
3 5 in., S.B., slip joint, in crates, 
5.50 per 100 ft.: conductor pipe. 28 

3 in., in crates, not nested, $5.40 
er 100 ft.: 3 in., $1.73 doz., net. 
FILES.—Sales are normal for. this 
time of the year, with stocks well as- 
sorted. Prices are unchanged. 

We aquote from iobbers’ stocks, 

f.o.b. Twin Cities: Best grade fives 








at 50 per cent, and second grade files, 

60 per cent from lists. 
GALVANIZED WARE.—Demand 
fair, with stocks well filled. Prices 
are slightly higher on this line. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10-at. 
galvanized pails at $2.55; 12- By $2.70; 
14-qt., $3; 16-qt. stock pa ils, $3; 
18-qt., $5.50; standard galvanized 
tubs, No.-1, $7; No. 2, $7.90; No. 3, 
$9. 20; heavy galvanized tubs, No. 1, 
$12. 85; No. 2, $14.05; No. 3, $15.25 
doz., net. 

GLASS AND PUTTY.—Demand 
light, with stocks ample for present 
needs. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
50 lb. containers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Small 
tools are selling at an even rate, with 
stocks well assorted for this time of 


the year. Prices have not changed. 


e quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11 
carpenters’ hammers, $12.60; Plum 
No. HF81, $12; Plumb broad hatchets. 
No. 2, $16.40; shineling, No. 2, $12.50 
and claw, No. 2, $13.75 doz. net. 


LAMPS AND LANTERNS.—Sales 
still keep up well on this line, though 
not so heavy as early in the year. 
Stocks are ample for present demand, 


with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Coleman lamps, 
No. C329, $6.25; No. C318, $7; Last 
C317, $7. 40 each; lanterns, ‘No. 
$5.25; No. L427, $6; No. "L227, 6. a 
each; tubular, long or short globe 
lanterns, $13 doz. net. 


OIL HEATERS.—There is a fair de- 
mand for heaters, with stocks being 
graded accordingly. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 


No. 505, Giant, "$11. 25; No. 605. $12. 15 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


NAILS.—Sales are still light in a re- 
tail way. Demand from builders is not 
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ANNAN 


The BUILDING TRADES 


are loyal to their 


MAGAZINES 


These favorite publications enhance the known prestige of the 
trade mark W. ROSE. Their leading periodicals in addition 
to that shown below keep this name before your customers. 


Every page in this series will work for you if they find in your 
store the necessary assortment of W. ROSE TOOLS. 








THE BRICKLAYER, MASON AND PLASTERER 45 


Do YOU Get This 
be ROSE Service? 


We make the uncommercial offer below because— 
1. Our interest in W. ROSE Tools continues after we get the 
price— and 
2. This enlarged plant has men, machinery and goods ample to 
cover North America without being too busy to take care; 
3. And because we are never too busy, anyway, to make a 


friend—it’s a hobby. 
George K. Goodwin. 


















You may exchan 
i any W. ROSE Tool 
that does not suit 
| your hand even if 
it has been in lime 
i ©6provided it is not 
badly worn, or bat- 









tered, or broken. 
We cannot guar- 
| antee tools not to 
break for 


ANY TOOL 
CAN BE 
BROKEN 







TT 





















. By an effort to Please 
alter the set. ash your 
dealen 







| 2. By use when 
cold. 


. By cutting hard 
brick. 













. By use as a 
crowbar or lever. 
But if yours is in 
good condition, we 
will find in our big 
new stockroom just 
the one you prefer. 


No. 56 


J 2” Shank 

B Crucible 

Steel 

714” x 4%” 
Tilelayer’s 
Trowel. 
Flexible 
Point. 












W. ROSE 
Sharen Hill, Delaware County, Pa. 


W. Rose Tools Endure 
















WM. ROSE & BROS. 
George K. Goodwin, Owner 
SHARON HILL, DELAWARE COUNTY, PA. 


Selling Agents 


WIEBUSCH & HILGER, Ltd., 110 Lafayette St., New York 
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yet under way to any appreciable ex- 
tent in this territory. Prices are firm 
as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb. kegs at $3.20 per keg, 
base. 

PYREX OVENWARE.—Call for glass 
baking dishes is steady, with fair vol- 
ume. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 casseroles, $1.33; No. 212 bread 
a? 60c.; No. 200 pie plates, 67c.; 

509 pie plates, 60c.; No. 231 util- 
ic dishes, 67c.; No. 12 tea pots, $1.67: 
No. 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each net. 

REGISTERS.—Sales are steady though 
still not very heavy. Prices show no 
changes. 

We quote from jebbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 

REGISTER AND RADIATOR 
SHIELDS. — Demand is somewhat 
lighter, with the coming of ‘nilder 
weather. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor’ register 
shields, $12 doz.; wall, $6 doz., and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each net. 

ROPE.—Sales in this line or normal, 
with stocks in good condition. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila, 
rope, 24c. and best grade sisal rope, 
17ec. Ib., base. 

SANDPAPER.—Demand is fair, with 
stocks well filled. Prices are steady as 
last quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sand- 
paper, No. 1, 85c. per box of 75 sheets; 
second grade, No. 1, 77c. per box of 
75 sheets; garnet No. 1, $16.75 per 
ream, net. 

SANITARY PRODUCTS.—Sales are 
showing a fair volume in this line. 
Stocks are well filled, with prices firm. 








We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Presto Products—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. sizes, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per "doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 ‘oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. esolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

We quote from jobbers’ stocks, 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. , 

Tubola, 12 0z. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
eans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50: half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per qt. 


SCREWS.—Sales are still rather slow 
in this line, with stocks filling up for 
spring demand. Prices have _ not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent: flat head 
japanned 37% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent, and round head brass, 
40 per cent from new lists. 


SKATES.—Demand for ice skates is 
low, with retail call for roller skates 
still to come. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King. bovs’. 
$1.35 pair, and girls’ Speed King, $1.30 
pair, net. 


SOLDER.—Call for solder is light, 
with stocks ample for present needs. 
Prices are lower. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Strictly half and 
half solder at 34%c., and warranted 








half and half solder at 35%%c. Ib., net 

in 100-lb. boxes. 
STEEL SHEETS.—Call is normal for 
this time of year. Stocks are ready 
for the spring business. Prices show 
no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Demand is even, with stocks 
well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ok Co es coke tin, 
ICL, 20 x 28, of d roofing 
tin, IC, 20 x a ‘b eee, $15. 30 
box, net. 


WINDOW VENTILATORS.—Call for 
ventilators is growing, with stocks well 
filled. Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; No. 2, 
$5.60; No. 3, $6.40, and No. 4, $7.60 
doz., net. 

WIRE.—There is little demand yet for 
wire. Stocks are ample for present 
needs in all lines. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool; 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool; painted 
hog barbed wire, $3.18 per 80-rod 
spool No. 9 (base) smooth galvan- 
ized wire, $3.65 cwt.; No. 9 (base) 
smooth black wire, $3.20 cwt. 


WHEELBARROWS.—Stocks are being 
filled for spring, with sales still nomi- 
nal. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows, $36.50 
doz:; No. 2 (tubular, $7.33 each, and 
No. 1 garden, $6.25 each, net. 

WRENCHES.—Sales are_ increasing 
slightly in volume. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list, 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each, 
net 





Inflated Miller Rubber Balls 


The Miller Rubber Co. of New York, 
with general offices in Akron, Ohio, is 
manufacturing a wide line of inflated rub- 
ber balls. These playthings are finding 
great favor with the children, and are 
finished in many bright, attractive colors. 





Among the different types of balls now 
being manufactured is the red educational 
ball, which has letters, numbers and figures 
molded into the rubber. Then there is the 
white star ball with two white stars on it, 
and finished in red, white and blue. An- 








other line of balls, very similar to the white 
. @ . . 
star line, is a group of solid color fancy 


| star balls in red, yellow and blue. Still 


another similar line is an assortment of 
star balls with a two-color striping on the 
solid color. 

In the red decorated balls the two de- 
signs are inlaid and the colors cannot be 
washed or rubbed off. The marbelized play 
balls for which the rubber has been colored, 
giving the appearance of marble, are very 
attractive. 

A full line of return balls, inflated rub- 
ber junior and league baseballs are also 
manufactured. The illustration shows some 
of the inflated rubber balls mentioned 
above. 


True Temper Garden Set 


The American Fork & Hoe Co., Cleve- 
land, Ohio, is offering to the retail trade, 
this spring the True Temper Garden Set, 
consisting of four very useful tools for the 
garden. 

The company realized that often a 








customer will only ask for one tool, when 
in reality he needs three or four. This 
new assortment not only shows him the 
tool that he wants, but incites his interest 
in the balance of the set. 

The steel garden trowel is strong, deep 
and well made, as is the Gem garden spade. 


RUE TEMPER 
GARDEN SEY 





The Eureka Hand Weeder is very handy 
for mulching and weeding tine soil and 
the Baby Warren hoe is a balanced tool 
for opening and covering drill rows in seed 
beds. 

These tools are forged from high car- 
bon steel, polished and firmly fastened to 
lacquered wood handles. 


Reading matter continued on page 110 


























HARDWARE AGE for MARCH 8, 1928 a as oe 









POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 








Tinish 


GaLvaNizED Srrex Wire CLoTH 
lt Grades 







Gee Lo0k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 







Manufacturers of 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire C Wire Cloth i in all Meshes and Gauges 


New York City 
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Slight Improvement in New England 
Retail Business Reported by Trade 


(Boston office of HARDWARE AGE) 


Boston, March 6—The closing days of February witnessed a 


slight improvement in New England retail hardware sales. 
betterment is in keeping with precedent. 


The 
It is believed, however, 


sales will increase more rapidly in March than in the correspond- 
ing month last year because there continues a lack of snow and com- 
paratively little frost in the ground, which should permit early farm, 
painting and construction work. Retail dealers in numerous in- 
stances have stated they believe that because of the high cost of 
labor much of the work about homes and gardens this spring will 


be done by houseowners themselves. 


In that event the demand for 


hardware and other merchandise carried by the retail hardware 


dealers should be better than usual. 


Retail stocks in general are not 


large, but well assorted. Numerous retailers are rearranging their 


layouts and displays. 


Shelf hardware jobbers are of the opinion that February billings 
will top those for the corresponding month last year, although the 


gain will be small. 


The jobbers are securing each day a large num- 


ber of small orders, which in the weekly aggregate are satisfactory. 
There is a particularly urgent call for poultry supplies, especially 
incubator and brooder accessories. Jobbers here attended the toy 


show in New York and it is understood placed sizable orders. 


Their 


toy business last Christmas was the largest on record and they are 


out for a new high mark in 1928. 


Collections are slow and indica- 


tions are they will continue so until around April 1. 





BASEBALL GOODS.—A slight read- 
justment in prices on baseball mitts 
and gloves has been made here. In 
some instances prices are higher and in 
others lower. The demand for all kinds 
of baseball goods is very good, all 
things considered. 


We from 
stocks: 

Catchers’ Mits.—Youth’s model, $8 
to $14. 50 per doz. net; amateur model, 
$14.50; full size, $28. 50 and $40; semi- 
professional, $64. 

First Base Mits.—Youth’s model, $8 
per doz. net; full sized, $13 to $36; 
speed model, $44; Stuffy McGinnis, 
$50; professional model, $61. 

Baseball Gloves.—Boy’s, $5.50 to $11 
Tris Speaker (brown 
Cc. Alexander, 
$40; speed 


quote Boston’ jobbers’ 


per doz. net; 
horsehide) $14.50; G. 
professional speed model, 


model, $58. 
Baseball Bats.—Babe Ruth, $16.20 


per doz. net; Eddie Collins, $16.20; 
Harry Heilman, $16.20; abe Ruth 
Jr., $7.20; Bin-Go, $12; burnt oil fin- 
ish, $10.80. 

Basebalis. — With rubber centre, 
$14.50 per doz. net; with cork and 
rubber centre, $14.50; Professional 
League, : Boy’s Leagu e, $3.50; 
Junior League, $2.75; Dollar Lively, 
No. 7, $6. 


CARPET BEATERS.—Advance spring 
orders for carpet beaters are reported 
by shelf hardware jobbers here. 

We from Boston jobbers’ 


stocks: 
Carpet Beaters. rt No. 12, $1.50 


a doz. net; No. 
CLOTHES BASKETS.—Retailers are 
showing interest in clothes baskets for 
delivery in March. 


We quote from Boston jobbers’ 
stocks: 


quote 





No. 2, 


Baskets.— Willow, 
No. 4, 


Clothes 
3, $15; 


$12.50 a doz. net; No. 
$17.50. 
CLOTHES LINES.—Retail stocks of 
clothes lines are believed to be small, 
and a good early spring demand is an- 
ticipated by jobbers. 


We quote from Boston jobbers’ 
stocks: 
Clothes Lines. — Braided cotton, 


$3.60 a doz. net; twisted cotton, $3.50; 
nea galvanized, No. 18, $5.40: No. 
19 


CLOTHES PINS.—Although a small 
item, many New England retail deal- 
ers do a good business in clothes pins 
annually, and they are placing orders 
with jobbers for liberal supplies. 


We from Boston jobbers’ 
stocks: 

Clothes Pins.—Daisy, two dozen to 
carton, 24 cartons to case, $1.68 a case 
net; Moore’s spring, 62c. a gross net. 


CLOTHES DRYERS. — Orders for 
clothes dryers that will be needed by 
the public within the next month or so 
are being placed with jobbers. Prices 
have not changed in a long time. 

baie quote from Boston jobbers’ 


—~ vere. —Clothes, $6.90 each 
net; No. 2, $6.25. 

DUSTERS.—Retail stocks of dusters 
carried over Jan. 1 are reported as 
small. Indications, therefore, point to 
a good spring business. Dusters can 
be used around an automobile as well as 
in the home. 

We quote from Boston jobbers’ 


stocks: 
Dusters.—Feather, No. 12, 


quote 


No, 1, 


turkey, 





$4.86 a doz. net; No. 14, $5.94; No. 
16, $7.02; No. 18, $8.10. Ostrich, No. 
7, $3.25 a doz, net; No. 8, $4.32; No. 
9, $5.40; No. 10, $7.02; No. 11, $8.64; 
No. 12, $10.80; No. 14, $16.20; No. 16, 
$21.60; No. 18, $24.85. 


DUST PANS.—Dust pans will be re- 
quired by the retail trade, and jotbers. 
are soliciting orders. 
We quote from Boston gobbers* 
stocks: 
Dust Pans.—With steel edge, $2 a 
doz. net, 
ELECTRIC GOODS.—New prices have 
been issued by jobbers on all kinds of 
plugs, sockets, etc., which show a slight 
decline. 


MOPS.—Among the various household 
goods women usually buy in the spring 
are mops. Retail dealers should take 
account of stock and cover their re- 
quirements. 


We quote Boston jobbers’ 
stocks: 


Mops. — Houséhold, cotton, 9 Ib., 
$2.88 a doz. net; 12 Ib., $3.80; 15 Ib., 
$4.75; 18 lb., $5.76. Yacht, with han- 
_ No. 12, $5.20 a doz. net; No. 15, 
6. 


ROPE.—Effective March 1, quotations: 
on manila rope have been dropped Ic. a 
pound. Jobbing quotations on sisal rope 
remain as heretofore. 


SHEET ZINC.—Sheet zinc has been 
dropped %c. a pound, the first change 
in the market since October, 1927. 


We quote from Boston jobbers’ 
stocks: 

Sheet Zinc.—In 600 and 300 Ib. 
casks, $11.25 a 100 Ib. net; in 200 Ib. 
casks, $11.50; in 100 Ib. casks, $11.75; 
in less than cask lots, $12.25. 


SWEEPERS.—Orders, some of them 
calling fof sizable quantities, for car- 
pet sweepers, for delivery within the 
next month, are reported by jobbers. 
The season is opening encouragingiy. 
from Boston jobbers’ 
stocks: 


Sweepers.— 
ball-bearing, 


from 


quote 


Carpet, Grand Rapids. 
japanned, $44 per doz. 
net; nickeled, $48; Standard, ja- 
panned, $36; Universal, japanned, 
$42; nickeled, $46; American Queen, 
$54: Parlor Queen, $56. 

Toy Sweepers.—Per dozen, Little 
Helper, $2; Little Gem, $3.75; Little 
Jewel, $10; B Junior, $16. 


VACUUM CLEANERS.—The popular- 
ity of vacuum cleaners appears to grow 
each year. The retail hardware store is 
the logical place to sell such cleaners. 
Jobbers are making a campaign to sell 
more cleaners than ever before. 

We quote from Boston jobbers’ 
stocks: 

Vacuum Cleaners.—Universal elec- 
tric, complete with attachments, No. 
E7201, $35 each net; in lots of three, 
$33.75 each; in lots of 12, $32.50 each. 
Bee Vac, without attachments, in lots 
of three, model G10, $20.10 each net; 
B30, $23.65. Attachments, $3.50 per 


set. 
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They look for the ‘‘Red 
Tag’’—the Mark of 
Quality 





Cyclone ‘re%109" Fence Is A 


Nationally Known, Fast-Selling 
SPECIALTY 


—built by a company that 
makes fence exclusively! 


Cyclone ‘Red Tag” Fence is made by fence specialists—the largest manu- 
facturers of property protection fencing in the world. It is built in fac- 
tories producing nothing but fence, by a company whose existence depends 
on giving the public maximum fence value. 


These facts are known to home owners throughout America. For years, 
they have recognized the Cyclone ‘Red Tag” as the mark of dependable 
property protection. 


That is why Cyclone “Red Tag” Fence is the fast seller and the big profit 
maker for you. It’s the fence your customers know—the fence they are 
ready to buy when they come to your store. 


Roll fence is not your only opportunity for profit on the Cyclone “Red 
Tag” line. You can also land the high-class fencing jobs with Cyclone 
“Complete” Fence, in attractive designs. This fence includes tubular 
steel framework and malleable fittings— it is shipped from the factory ready 
to erect. Furnished either galvanized or painted green. Send measure- 
ments to nearest Cyclone office for estimate. Write for catalog and com- 
plete story on this money-making line. ° 


CYCLONE FENCE COMPANY 
Main Offices: Waukegan, III. 


Works and Offices: North Chicago, IIl.; Cleveland, Ohio; Newark, N. J.; 
Fort Worth, Texas. 


Pacific Coast Distributors: Standard Fence Co., Oakland, Calif.; 
Northwest Fence & Wire Works, Portland, Oregon. 


Cyelone “Red Tag” Direct Factory Branches 
Lawn Fenee in All Principal Cities 


me d ” : 3 : 
R e Ta9 egesen se 
lone -, 


REG.U.S.PAT. OFF. 





Basket 
A high-grade trash basket 


PY and rubbish consumer. 
Baked green enamel 
finish. We also manufac- 
ture the ‘Junior’ Burner 


Basket, low-priced to get 
© C. F. Co. 1928 the big volume business. 
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Missouri River Dealers Optimistic— 


General Outlook Favorable 


KANSAS CITY, March 6.—This month is not opening so favorably 
as February did among the wholesale hardware houses on the Mis- 
souri River, although the relative recession is in no sense affecting 
the prevailing hopeful outlook. .Jobbers still believe that future 
potentialities furnish a fairly sound base for the belief that 1928 


will exceed 1927 in total volume. 


Because of abundant moisture 


throughout the southwest soil, conditions for the most part are 
excellent. Wheat shows the best of promise all over the territory, 
especially in the Panhandle of Texas where that crop is well ad- 


vanced. 


Current movement has fallen off slightly. Part of this slack is 
attributed to a recent cold snap which retarded building and all out- 


door activities. 


Snow and rain have been plentiful. 
soil been in better condition for a good growing season. 


Seldom has the 
Farmers, 


though not brisk buyers, look upon both the present and future with 
a greater degree of satisfaction than they have registered since the 


summer of 1920. 


Price and demand are healthy factors 
in the market for agricultural products. 
Cattle are still higher than the pro- 
verbial cat’s back and there is a feeling 
that top beef figures cannot prevail 
much longer. Hides are in hectic de- 
mand. The leather goods market con- 
tinues to be the liveliest feature on the 
trade map. 

Retailers regard the general outlook 
as favorable. Some of them are appre- 
hensive over the establishment of a 
number of local outlets at points in 
Kansas and Oklahoma. Ottawa, Kan., 
is one such point. The hardware mer- 
chants there, however, display little 
fear. A dealer there said the other 
day: 

“It will bring more people to town, 
we hope, and we’ll have much more of 
a chance at their trade. The catalog 
place will get some business, of course, 
but if we know anything about it, we’ll 
get some, too.” 

Another Kansas hardware man re- 
ports that he is to have a mail-order 
outlet store next door to him soon. 
“And I’m glad of it,” he said. “This 
will give our trade an opportunity to 
make direct comparison between our 
hardware line and that carried by the 
mail-order institution.” 

Opinion prevails here that this ap- 
parent expansion of the catalog houses 
is more an evidence of strenuous com- 
petition among themselves than a 
threat to gobble the retail trade on the 
retailer’s own ground. It betrays the 
weakness under which they have al- 
ways labored, that of being unable to 
register personal contact with those 
who buy their goods. 

Well - intrenched dealers, though 
watching such developments, are not in 
the least panicky. They are inclined 
to believe that the new competition will 


stimulate their own merchandising ef- 
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forts and gradually serve to educate the 
public on the difference between quality 
goods and the other kind. 


AXES.— Demand light. No _ price 
changes imminent. Approach of spring 
brings scarcely any stimulation. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 
quality, single-bitted, unhandled 
axes, 3 to 4 lb., $15.50, base; handled, 
$20 to $22, base. 


BALE TIES.—Little activity as yet, 
though a slight advance in prices took 
effect March 1. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 14 
gage, 9-ft., $1.56 per bundle; 15 gage, 
8-ft., $1.22; 8%-ft., $1.29; 9-ft., $1.37 
per bundle, net. 


BUILDERS’ HARDWARE. — Prices 
steady. Some improvement in demand, 
though not yet satisfactory. Building 
rather inactive. 


We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Case 
lots of 2% x 2% steel butts, old cop- 
ood and dull agg finish, $19.25 a 

undred pair; 3 x 3 $20 a hun- 
dred pair; 4 x 4, oot a hundred pair; 
heavy steel bevél inside sets, case 
lots, $6 per doz.; steel bit- keyed, 
front-door sets, $18 per doz. sets; 
wrought bronze metal, $2.25 per set; 
eylinder front-door sets, wrought 
bronze metal, $6 per set. 

CARRIAGE AND MACHINE BOLTS. 
—Sales reasonably good. Prices con- 
tinue without change. 

We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Smal! 
earriage roll thread, 50-10-10-5 off 
list; small carriage cut thread, 50- 
10-5 off list; large carriage cut 
thread, 50-10-5 off list; small machine 
rolled thread, 50-10-10-5 off list; 
‘small machine cut, 50-10-5 off. From 
list as of April 1, 1927. 


CHAIN.—Sales are fair, with a ten- 
dency to increase. Prices steady. 


We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Proof 
coil chain, %-in., $9 per cwt.: No. 
ob Tenso, 250-ft. reel lots, $6 per 
reel. 


COPPER RIVETS AND BURRS.— 
Sales still brisk. Active demand for 
harness and tendency among farmers to 





repair strap work have accelerating ef- 
fect. Slight drop in price. 
We quote from jobbers’ stocks, 


f.o.b. Missouri River crossings: 40-10 
per cent off list; formerly 40 off. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Movement fair, though just 
beginning. Prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 28- 
gage, 5-in. lap joint eaves trough, 
$5 per 100 ft.; 28-gage, 3-in. conductor 
pipe, $5.40 per 100 ft. 


FIELD FENCING.—Season opens with 
fair demand. Prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $24.00 
per 100 rods. 


FILES.—Sales are brisk on all staple 
styles and sizes. No price change. 

We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Nich- 
olson, 50 per cent off list; jobbers’ 
brands in full packages, 60-10 off list. 


GALVANIZED WARE.—Good demand. 
Retailers order freely. Prices remain 
unaltered. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Gal- 
vanized tubs, standard No. 0, $5 per 
doz.; No. 1, $6.11 per doz.; No. 2, 
$6.88 per doz.; No. 3, $8.06 per doz.; 
common galvanized pails, 8-qt., $1.88 
per doz.; 10-qt., $2.12 per doz. 


GARDEN HOSE.—Orders for future 
delivery come in steady flow. No price 
changes announced. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $6.50 
to $10.00 per 100 ft. 

GRAIN SCOOPS.—Future orders are 
hardly started. New prices attract in- 
terest; effective March 1. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Light 
weight, full polished, -_- 4 handle, 


No. 6, $12.00 per doz.; » $13.00; 
ne. #10, $14.00; No. 12, sie a0 "No. 14, 


HAMMERS.— Cheaper and medium 
grades in fair demand. No price 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 
grade 711% nail hammers, $12.60 per 
doz.; competitive forged nail ham- 
mers, $6.50 to $8 per doz.; cast steel 
hammers, $3.60 per doz. 

HARNESS. — Business is extremely 
active and still picking up, despite high 
prices. Tanners’ supply of hides low. 
This is the peak month of the year; 
some retailers may feel the pinch. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Reg- 
ular No. 1 quality, 1%-in. traces, 
$70.00 per set; No. 2 quality, 1%-in. 
traces, $58.00 per set; No. 3 quality, 
$53.00 per set. 

HARNESS HARDWARE. — Demand 
continues brisk. Prices unchanged. 
Life in the leather market accelerates 
sales. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: One- 
in. japanned snaps, $2.40 to $2.75 

per gross; No. 200 XC snaps, 1-in., 

$7, 00 to $7.50 per gross; roller snaps, 


No. 85, $2.75 to $3.25 r doz.; No. 
47% xe bits, $1.50 to 1.75 per doz. 
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1900 WHIRLPOOL WASHER 


@ND THE CELEGRATED 


1900 CATARACT WASHERS ann 1900 IRONERS 


BINGHAMTON, N.Y. 
Decenuber 27, 19387 


Timken Roller Bearing Company, 
Centon, Ohio, 


Gentlezien: 


We have used Timken bearings in our product for two 
years, with. prectically perfect results. 





Both a radial and thrust load are taken in our abdpli- 
tion of the veari ing, and weer. is: practically an unknown quantity. 
Te have conducted ext ensive teste on this bearing under adverse 
onditions such as entire absence Of lubrication. under full load 
or extended periods, with performance entirely satisfactory. 


rh Q 


In the light of our ‘experience with Timken. bearings, 
hegitete to recommend thém. 
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HATCHETS.—Business quiet in this 
line. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Size 
2 extra quality broad _hatchets, 
$16.70 per doz.; competitive forged 
shingle hatchets, $6.50 per doz. 


HINGES.—Market somewhat more ac- 
tive. Prices still steady. 


We quote from jobbers’ stocks, 
Heavy strap hinges in bundles, 4- 
in., $1.00; 5-in., $1.33; 6-in., $1.68; 
8-in., $2.70; 10-in., $4.35 per doz. pair; 
extra heavy T-hinges, in bundles, 4- 
in., $1.38; 5-in., $1.70; 6-in., $2.04; 
8-in., $3.05. 


HORSE COLLARS.— Business good 
and getting better. Retail interest 
keen. Jobbers’ stocks low. Former 
prices hold. 


We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Full- 
grain, collar-leather collars, average 
16% in. draft, $55.00 per doz. 


LAWNMOWERS.—No price changes. 
Merchants ordering rather freely for 
the future. Good supply. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Hand 
lawnmowers, $5.65 to $30.00 each. 


MILD STEEL BARS.—Former prices 
continue to prevail. Demand somewhat 
dull. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Bars, 
shapes and small angles, $3.56 per 
ewt., base; structural sizes and 
shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
ewt.; steel hoops, 4.66 per cwt.; 
reinforcing bars, $3.4 er cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 





NAILS.—Rather quiet. Market firm. 
Recent cold weather retarded demand. 
No further price changes seem immi- 
nent. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Com- 
mon wire nails, $3.50 per keg, base 
(see new extras). 


OILS.—Season somewhat late. Cur- 
rent volume rather sluggish. Prices 
take a slight reduction. 


We quote from jobbers’ stocks, 
f.o.b. Missouri crossings: Raw linseed 
oil in bbl. lots, 85c. per gal.; boiled 
linseed oil in bbl. lots, 88c.; raw lin- 
seed oil in half-bbl. lots, 90c.; boiled 
linseed oil in half-bbl. lots, 93c.; 
turpentine in bbl. lots, 7ic.; turpen- 
tine in half-bbl. lots, 75c. 


POULTRY NETTING. — Movement 


é Ded . 
continues lively. No price changes. 
We uote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 50- 
10-5% to 60 off list. 


ROPE.—Demand is still active. Ma- 
nila market weak, registering a drop 
of 1 cent March 1. No change in sisal 
prices. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: High- 
est quality’ Manila rope, standard 
brands, 23 cents per pound, base; No. 

2 Manila, standard brands, 21 cents 
per pound; No. 1 sisal rope, highest 
quality, standard brands, 19 cents 
per pound; No. 2 sisal rope, standard 
brands, 15 to 16% cents per pound. 
SCREWS.—Little change in demand, 
which has been rather light. Jobbers 
look for better volume. Prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Flat- 
head bright screws, 50-20 per cent 


off list; former price, 50-10 off: 
round-head blued screws, 45-15 per 





cent off list; flat-head brass screws, 
45-15 per cent off list; round-head 
brass screws, 40-15 per cent off list. 


SMOOTH WIRE.—Activity in the vine- 
yards stimulates demand for No. 12. 
Movement retarded somewhat by un- 
favorable weather. Former prices hold. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $3.35 
per cwt., base. 
SOLE LEATHER.— Active enough. 
Sole leather tans took an advance of 10 
per cent March 1. Other prices hold. 


We uote from jobbers’ stocks, 
f.o.b. issouri River crossings: No. 
2 sole leather strips, 98c.; light No. 
STEEL SHEETS.—Business is better- 
ing. Prices remain steady. 


We quote from jobbers’ stocks, 
f.o.b. issouri River crossings: 
Twenty-eight gage galvanized fiat, 
5.75 per cwt.; 28 gage black flat, 
5.00 per cwt.; corrugated iron, 28 
gage galvanized, $4.85 per square; 
28 gage galvanized corrugated, $5.45 
per square; 28 gage painted cor- 
rugated, $3.50 per square. 


SWEAT PADS.—Remarkable demand 
continues without abatement. Jobbers’ 
stocks low. Prices hold. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: $4.25 
per doz., 20-in. base. 


WIRE CLOTH.—Futures fairly active. 
No current movement. Prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River’ crossings: 
Black, 12-mesh, $1.85 per 100 sq. ft.; 

alvanized, 12-mesh, $2.05 per 100 sq. 
t.; galvanized, 14-mesh, $2.45 per 100 
sq. ft.; galvanized, 16-mesh, $2.80 per 
100 sq. ft 





J. W. Moore Comments on the Missionary Salesman 





Editor HARDWARE AGE: 

The article in a recent issue of HARDWARE AGe, by 
Saunders Norvell, about missionary men is timely and 
aptly pvt. It also contains worlds of truth, but, as 
usual, there is the other side, on which I wish you would 
comment in a future article. 

Possibly you would be interested in the views of a 
sales manager of a distributor on this subject. Let me 
say at the start though that we are not in favor or in 
full accord with the missionary system as it exists at 
present ; but with our competitors, both large and small, 
receiving such help, we, in self-defense, would be rum- 
mies to refuse it entirely, although at that we turn a 
whole lot of such help down for this reason. 

The average missionary man sent out by the manufac- 
turers compares to a real salesman as a sand-lot baseball 
team compares to the New York Yankees. 

Some of the manufacturers seem to think they can 
take a kid out of high school, keep him in the factory a 
couple of weeks, equip him with a bunch of swindle 
sheets and a salary of $125 per month, with promise of 
a bonus, and send him out with old, experienced, hard- 
boiled jobber salesmen to show them how to sell goods. 

We find that the average manufacturer’s missionary 
man is a hindrance instead of a help, and thus it is our 
policy to quiz all factory or missionary men thoroughly 
before routing them. If they pass the test, all well and 
good. If they are, in our estimation, not up to what we 
think they should be, we refuse to send them out. 

I have seen, though, the good results of a good mis- 


sionary man. I have seen such a man awaken within the 
soul of the jobber salesman a desire to push a line of 
goods that netted the manufacturer and jobber many 
hundred dollars in commissions; for the influence for 
good of the missionary man the one week he has with 
the jobber salesman carried on throughout the other 
fifty-one weeks of the year and the years following. 

And then, again, the dealer has a voice in this matter. 
Some dealers raise Cain with the jobber salesman for 
bringing any kind of a missionary man around with him, 
others refuse to buy certain seasonable goods except 
from missionary men. We had such an example the 
other day. We have a salesman in a nearby territory 
who is the outstanding salesman of that territory. He 
sells more goods than any other jobber salesman making 
it. Last month in one week with the aid of a missionary 
man he sold over two hundred thousand shells to general 
merchants without prices. He told the writer, though, 
later on, that many of the dealers would not buy shells 
from him unless a factory man was present. 

Thus it seems that those dealers who, in the past, have 
been buffaloed by missionary men won't tolerate them. 
Others have been so spoiled by factory men that they 
won’t buy goods from the jobber in seasonable quantities 
until the missionary man makes his call with the dis- 
tributor’s salesman. 

The whole thing seems to the writer to revert back ‘o 
the A, B, C’s of selling goods. A good man will make 
money for the manufacturer, jobbers and dealers. A 

(Continued on page 126) 
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Here Is Pittsburgh New “Tension Curve” 


Important Improvement! 


F arnepeaiel a big seller wherever intro- 
duced, beautiful Pittsburgh Lawn 
Fence now has still another strong selling fea- 
ture. The ‘‘tension curve’ permits the per- 
fect erection of this fence. When stretched 
it adjusts itself to all strains, giving straight, 
even sections without sag at any point. 


Note the dignity and distinction of Beau- 
tiful Pittsburgh Lawn Fence as indicated 
in the above illustration. Available with 
seamless steel tubular posts, braces and 
top rails, heavily galvanized inside and out, 


To 
ryt 


} 
+ 
} } 


and with galvanized ornamental fittings. 


Our new book, ‘Beautiful Protection for 
the Home’”’ will help you sell these fericese 
to many of the’residents of your town or 
city. Show them the pictures of attractive 
homes where Pittsburgh Fences have been 
used to beautify and protect the lawns. 
This book also gives detailed drawings that 
show the sturdy, durable construction of 
Pittsburgh Lawn Fences. A copy will be 
sent to you or any of your prospective buy- 
ers on request. Write for it. 





[ Pittsburgh Steel Co.) 
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New York Detroit Chicago 
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Spring and Summer Merchandise Active in 


New York Market—Current Staples Lively 


NEw YoRK, March 6.—Hardware jobbers in this territory report 
greatly increased activity in the sale of spring and summer mer- 
chandise. Most orders of this group call for delivery the last week 


in March or early in April. 
business. 


Apparently competition is keen for this 


Current demand for strictly staple shelf goods is only fair in the 


wholesale market. 
expected to be. 
of snow goods, sleds, etc. 


Winter business has not been as good as it was 
Lack of stormy weather naturally retarded the sale 


Prices on machine screws were advanced approximately 30 per 


cent. 
local jobbers. 


BATTERIES.—Demand for batteries 
continues active. Radio demand is par- 
ticularly good. Prices are listed here 
on the new Hercules dry cell battery 
No. 6 type. 


JOBBERS’ bp tt thee J Mig RE- 
TAILERS, F.O 

Dry cells, Ne ry poy “type, 
324%4c.; No. 7111, same type, 35%4c. 
each. 

Hercules, No. 6 ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
$2.44 each; heavy duty vertical type, 
No. 770, $3. 40 each; in units of 5, 
$3.17 each. Layerbilt No. 486, $3.59 
each; units of 5, $3.33. 


BOLTS AND NUTS.—Prices are the 
same, though there is some talk of pos- 
sible advances in stove bolts. Demand 
is moderate and stocks satisfactory. 


JOBBERS’ gg ht TO RE- 
TAILERS, F.0O.B. NEW YORK 
Carriage bolts, 50 and 10 off list. 
Case bolts, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine lots, % by 6 and smaller, 
50 and 10 off list; lareer to 1 by 30, 
ot ad cent off list; 1% to 1%, 30 off 
s 
‘ Coach screws, 50 and 10 off _ 
Case bolts, 60 per cent off list 
Step bolts, 50 per cent off list, 


BUTTS.—Demand is fairly good, with 
steel butts, 3% x 3%, 19% cents per 
pair and in case lot quantities, 18 cents. 
Local stocks are in good condition. 


CARPET SWEEPERS.—Fairly active 
at firm prices. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK. 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3. 50 each; 
Universal, nickel plated, $3.83 each; 
Grand Rapid s, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each: 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Demand is pretty good. 
Prices are the same and local jobbers 
have ample stocks. 


JOBBERS’ QUOTATIONS ~ RE.- 
TAILERS, F.0.B. NEW YOR 

Alarm clocks, Big Ben, coamams lots, 
$2.29; dozen lots, $2.21; 2 dozen lots, 
$2.15; same luminous, broken lots, 
$3.16; dozen lots, $3.06, and 2 dozen 
lots, "$2. 97. Baby Ben and Baby Ben 
luminous take same respective prices. 
Ben Hur, broken lots, $1.76; dozen 
lots, $1.70, and 2 dozen lots, $1.65; 
same luminous, broken lots, $2.46: 


dozen lots, $2.38; and 2 dozen lots, 


advanced. 





There are no other important price changes announced by 
Collections average fair. 


Black Bird, luminous dial, broken 
lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65. Blue Bird, broken 
lots, $1.22; dozen lots, $1.19, and 2 
dozen lots, $1.15. Sleep Meter, broken 
lots, $1.40; dozen lots, $1.36; and 2 
dozen lots, $1.32. Jack-O-Lantern, 
luminous dial, broken lots, $2.10; 
dozen lots, $2. ‘04, and 2 dozen lots, 
$1. American, broken lots, $1.05; 
dozen lots, $1.02, and 2 dozen lots, 
99 cents. 

Auto clocks, Westclox, plain, bro- 
ken lots, $1.76; dozen lots, $1.70, and 
2 dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots. $2.38, 
and 2 dozen lots, $2.32, 


NAILS.—Prices are fairly firm on this 
line. Local trade moderately active. 
Stocks are in good condition. 


JOBBERS’ yah esd 3 a RE- 
TAILERS, F.O.B. NEW YOR 

Common wire nails, bright, a $4.25 

r keg; 6d, $4 per keg; 8d, $3.85 per 
$3.75 per keg. Common 
wire nails, galvanized, 4d, $6.75 per 
keg; 6d, $6.50 per keg; 8d, $6.35 per 
keg, and 106, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails. 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 104d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.35 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


RADIO TUBES.—Local demand con- 
tinues very steady, with prices the 
same. Stocks are in good condition. 


JOBBERS’ Be awe ee a? RE- 
TAILERS, F.O.B. NEW 















ype let” uae Dealer 
a eer $4.00 $2.80 
RE “Sy See: 1 1.05 
oo. ES Ta ee 3.59 2.45 
ee eee 2.00 1.40 
CES ERS 2.45 
299 1.58 
158 
1.55 
1.55 
1.55 
3.50 
5.25 
6.30 
374 2.33 
Se 2.10 
ga yay eee ee ee 6.00 4.20 


SASH CORD.—Normal demand at firm 
prices. Stocks are satisfactory. 
JOBBERS’ + gang bess J — RE- 
TAILERS, F.O 
Sash cord, ely fly Re 7 70c. 
to 72c.; Aetna No. 8. 3lc., and Phoe- 
nix No. 8, 38c. to 39c. 
No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Machine screws have been 
Jobbers say the new price 
is approximately 30 per cent higher. 





Wood screw prices are the same. De- 
mand is consistent and stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 
Wood screws, flat head, bright iron, 
50-10-10; round heads, blue, 45-10-10; 
round head, iron, nickel piated, 21% - 
10-10; flat head, gaivanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 
Machine screws, flat and round 
head, iron 75 per cent off list. Same 
nilister head 75 per cent off list. 
Machine screws, flat and round 
head, brass, 70 per cent off list. Same 
fillister head 70 per cent off list. 


SANITARY PRODUCTS.—Prices are 
the same. Demand continues very sat- 
isfactory. Local wholesale stocks are 
in good condition. 


JOBBERS'’ 4 ap gs 3 Bg RE- 
TAILERS, F.O NEW 

Kconomy Shebiner Ph pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per dozen. The 
l-lb. size is packed one, two and 
three dozen to a carton. The 2-lb. 
size is packed in one and two dozen 
cartons. 

Desoivo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 02. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per ‘doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2. 25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2. 25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz, size, 
$ .20 Ber doz.; Met-L- Shyn, 8 oz. size, 

3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 qt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per ‘doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, $3.60 
per doz. 


SPRING GOODS.—Demand is increas- 
ing very satisfactorily. Prices on im- 
portant items will be given next week. 


VENTILATORS.—Continue very active 
in this market. Prices are the same. 
Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK. 

Continental ventilators, wooden 
type, No. Re _ Pw 937, $4. 00: 

949, 959, $6.05; No. 

1537, +. 25; gM isd, $7.10, and No. 
836, $3.35, ‘all prices per dozen. 

ontinental oy metal type. 
No. 837, $4. 


8 
1137, $5. 30; No. 1145, $6.35; No. 1437, 
$ 96, and No. 1445, $7.80, all prices 
per dozen. 
Diamond E ventilators, all metal 
type, No. 01, $4.40: No. 02, $4.80; No. 
.60; No. 1, $5.20; No. 2, $5.60; 


No. 3, $6.40: ; 
$8.40." All diamond E prices are per 
dozen. 
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A BETTER WEARING 







435— Wall Paint Brush. Long Black 
China Bristle, heavily filled and vulcan- 
ized in hard rubber—nickeled ferrules. 
Sizes 3” to 5” widths. 


Dependable 
Paint and Varnish 
Brushes 


There is always a feeling of satisfaction in 
selling merchandise that is thoroughly de- 
pendable. In this class you may safely place 
the Osborn line of Paint and Varnish Brushes. 


These brushes represent all that selected ma- 
terials and skillful workmanship can contribute 
to better working and longer wearing tools. 


More than thirty years of experience has firmly 
established the tradition that Osborn Paint and 
Varnish Brushes will stand the test of hard and 
continuous service by the most exacting users. 


Tit OSBORN MANUFALTURING COMPANY 


5401 Hamilton Ave. Cleveland, Ohio 
Branch Offices 
New York Detroit Chicago 
San Francisco Los Angeles 





























¢This month your customers 





BRUSH 


444—Flat Varnish 
Brush. Black China 
Bristle, vulcanized in 
hardrubber—chiseled. 
Tin ferrules. A handy 
brush for general use. 
Sizes 1” to 4” widths. 


401 —Flat Varnish 
Brush. Black China 
Bristle, vulcanized in 
hard rubber, triple 
thick, chiseled. Nick- 
eled ferrules — cherry 
handles. A popular 
high-grade brush. 


441—Oval Paint or 
Varnish Brush. Black 
China Bristle, vulcan- 
ized in hard rubber— 
chiseled. Nickeled fer- 
rules. Sizes 1%” to 
2%” diameter. 


456—Oval SashTool, 
Black China Bristle, 
chiseled, vulcanized 
in hafd rubber, seam- 
less nickeled ferrules, 
polished handles. Sizes 
%" to 1%" widths. 


will see these Osborn Brushes 
advertised in Factory & In- 
dustrial Management, Pur- 
— Agent, Mill & Fac- 
tory Illustrated,and Midwest 
Purchasor. 














FOR EVERY USE 
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Huge Building Volume Will Continue 
Through 1928 Says Annual Forecast 


Editor’s Note:—This story by Mr. Stanley is | 


based on the seventh annual building forecast of 
the Architectural Forum with whose permission 
we publish this article and the accompanying 
charts. The alert hardware merchant will go out 
and get his share of the business on builder’s 
hardware and kindred supplies, tools and other 
materials which will be needed in the completion 
of the predicted building program. 


Building records of 1927 indicate 





that construction activity continued 


Sample rooms like this will attract architects and builders to your builders’ hardware department 


at a pace almost equal to that of the | 
record-breaking year 1926. Includ- | 
ing engineering projects and con- 
struction in the rural districts, it is | 
evident that the total annual building 
volume of this country during 1927 
was well over seven billion dollars. 

In attempting to establish this fore- 
cast of building activity for the year 
1928, we face an unusual and para- 
doxical condition. On one hand we | 
hear many casually or even thought- | 
fully expressed opinions, indicating | 
that there will be less building ac-| 
tivity in 1928 than in several past | 
years. On the other hand, The | 
Forum's survey, on which this fore- | 
cast is based, has been carried out in | 
exactly the same manner used for the | 
last seven years. Here we have actual 
evidence of work on architects’ boards 
or seriously contemplated for the year 
1928—a volume of work which is 
testified to by 1793 individual confi- 
dential reports from architects. 

These figures indicate that building | 
will continue in 1928 at least in the | 





By C. Stanley Taylor 


same volume if not reaching even 
greater totals than 1927. 

The forecast figures presented in 
the accompanying tabulation have | 
been developed by applying a series 
of weighting factors to the allocated 
totals of direct reports received from 
architects. This calculating opera- 





tion has been carried out in exactly | 
the same manner used each year in 
establishing The Forym forecast. 
In view of the fact that there has 
been no deviation in this system and 
that it has produced successful re- | 
sults for six consecutive years, it 
would seem obvious that no drastic 
change in its operation could be ex- 
pected this vear unless some unusual 
series of business conditions devel- 
oped suddenly to change the entire 
economic balance of the country. 

It is to be noted that those who are 
making casual predictions anticipat- 
ing a considerable decrease in the 
building volume are located in large 
centers where there is perhaps an 
over-built situation which would color 
opinions. Probably, too, the idea of 
decreased activity in the building field 
is a natural reaction of the human 
mind which refuses to believe that 
good conditions can last so long. 
This conjecture is substantiated by 
the fact that most of those who are 
pessimistic about building activity are | 





| also pessimistic about national pros- 


perity. Of course, if general busi- 
ness conditions become adversely af- 
fected and the confidence of the pub- 
lic is shaken, building activity will be 
materially influenced. The volume of 
building construction, and particularly 
the volume of contemplated con- 
struction as expressed by plan filing, 
is not a barometer of business condi- 
tions, as it is so often called. It is 
a mirror of business conditions, and 
it does not primarily affect prosperity 
in one way or another, but is in itself 
an effect of our general business 
situation. In prosperous times we 
build in huge volumes to meet not 
only the various necessary normal 
needs for new space, but to fulfill the 
requirements of increased standards 
of commercial and domestic housing 
which are in keeping with the ability 
to pay for greater comfort and 
utility. 

With these thoughts in. mind, is it 
not reasonable to believe that there 
may be a basic explanation for the 
evident paradox of contrary opinions 
as to building activity? Perhaps we 
have not been passing through a real 
‘‘boom”—perhaps the continued build- 
ing activity which, as an examina- 
tion of the accompanying chart “The 
Building Situation at a Glance” will 


| show has been carrying on in increas- 


ing volume since 1922, is primarily 
based on greatly increased building 
requirements coupled with prosperous 
conditions which have provided the 
means for this great investment. 

After all, the population 6f this 
country during the past ten years has 
increased by many millions for which 
shelter of all kinds must be provided. 
The tremendous volume of existing 
construction which has been added 
each year must of necessity require 
constantly greater building activity to 
take care of obsolescence and replace- 
ments. The fire losses grow greater 
each year in spite of efforts to curb 
them, but it may be noted that they 
do not grow larger in proportion to 
the total number of buildings. They 
grow larger because the total area of 
risks has been tremendously  in- 
creased. Naturally, replacements to 
meet fire losses must grow larger as 
the requirements become greater. 

We have also to consider seriously 
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Was It All Talk 
Or Did You Really Mean It? 


EN your hardware association agreed 

that something must be done about un- 

fair competition by groceries, chain stores 

and cut-rate stores, were they just talking or 

did they really mean it? When you yourself, 

condemned your neighboring store for under- 

selling you and breaking up your trade on 
certain lines, were you in dead earnest? 


If you and your association are absolutely 
sincere in your desire to eliminate these 
evils, you can make a splendid beginning by 
getting behind the complete line of products 
shown below. 


We are selling Presto Sanitary Products 
through hardware channels only. 

We want you to build up a profit- _¢¢ 
able trade on Presto—a trade |*~ 






Positively 
cleans without 
scratching 


cleaning s 








World’s best 
wood-work cleaner 


ESTQ 


sANITARY PRODUCts 










Sold Only 


you can keep and keep growing. How does 
this compare with the way similar products 
you may now have in stock are being sold? 
If you really mean business you will back 
the manufacturer who backs you. 


Presto Products give you greater profits than 
any 10 similar items on the market. They are 
guaranteed for quality. They attract women 
to your store. Window displays, literature 
samples, and newspaper advertising are avail- 
able to dealers. If you believe in putting your 
words into action, write today for special offer. 


Jobbers— many of the leading jobbers 
in the country are already solidly behind 
this line. Write for prices and details. 


THE CHAMBERLAIN HABER 


CHEMICAL COMPANY 
1105 West 11th Street 


Cleveland, Ohio 






Removes 
yellow stains 
instantly 






Won't scratch 
the finest surface 


+7} ! STO 
WINDOW | 
| CLEANER 


ey 


| 


Cuts window 


cleaning time 





Also excellent 
fire extinguisher 





Through Hardware Dealers 
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the greatly increased standards of 
living. The average family requires 
better shelter with a greater degree 
of attractiveness, comfort and utility. 
Similarly in business buildings of all 
kinds, builders must meet a demand 
which has grown amazingly in respect 
to the factors of quality and efficiency. 

We predict, therefore, that the 
building activity of the year 1928 will 
approximately equal that of 1927 and 
that over the next few years there 
will be no general collapse of the 
situation but rather a gradual return 
to a new normal much higher than 
that established in any previous de- 
cade. 

Of course, there will be changes in 
the totals of various types of building 
which go to make up this volume of 
building. An examination of the fol- 
lowing tabulations will serve to give 
some idea of the 1928 requirements 
for new construction as compared 
with those of a year ago. This ex- 
pression is in both instances the result 
of similar methods used by the 
Architectural Forum for obtaining 
such information. Consequently, the 
percentages given should constitute a 
fairly accurate gage of national re- 
quirements for various types of build- 
ings and those of the geographical 
















































































BUILDING 6. EASTERN N. ATLANTIC 5. EASTERN 8. WESTERN MIDDLE WESTERN 
TYPES STATES STATES STATES STATES STATES STATES U.S.A. 
Automotive $16,702,000 $68,716,000 $8,214,000 $17,554,000 $67,605,000 $18,640,000 $197.431,000 
Banks 10,674,000 72,693,000 2,278,000 10,202.000 34,300,000 7,247,000 137,394,000 
Apartments 10,437,000 347,500,000 13,862,000 22,400,000 186,400,000 72,230,000 652,329,000 
Apartment Hotels $72,000 $6,787,000 4,970,000 12,935,000 105,987,000 36,267,000 217,518,000 
Club, Preterssi.oe. 10,557,000 46,287,000 2,937,000 15,000,000 86,742,000 14,440,000 ‘175,963,000 
Community ya. 3,146 000 13,400 000 580,000 5,265 000 41,760 000 10,645,000 74,796,000 
Churches 19,860,000 48,740,000 12,635,000 20,900,000 71,367,000 37,640,000 211,142,000 
*Dwellings {S's 19,780,000 76,730,000 8,700,000 16,360,000 49,400,000 26,372,000 197,342,000 
Dwellings ‘33: 11,420,000 69,210,000 7,935,000 12,150,000 37,610,000 24,640,000 162,965,000 
Dwellings ss) 8,700,000 44,935,000 6,720,000 11,345,000 31,210,000 16,660,000 119,570,000 
Hotels 21,487,000 107,272,000 19,950,000 45,175,000 105,200,000 42,917,000 342,001,000 
Hospitals 22,724,000 104,210,000 8 715.000 21,320,000 110,114,000 39,200,000 $06,283,000 
tindustrial 18,215,000 79,362 000 7,100,000 12,222,000 121,000,000 22,917,000 260,816,000 
Office Buildings 26,376,000 139,674,000 9,854,000 $7,473,000 263,413,000 87,720,000 $84,510,000 
Public Buildings 24,207,000 122,761.000 4,893,000 17,869,000 132,171,000 23,900,000 330,801,000 
Schools 42,371,000 197,613,000 36,827,000 46,282,000 163,413,000 82,666,000 $69,172,000 
Stores 11,780,000 54,776,000 $,103,000 3,086,000 39,763,000 26,713,000 146,221,000 
Theaters A®treew 21,920,000 43,114,000 4,167,000 3,777,000 71,620,000 17,340,000 161,938,000 
WelfareY.u.c.a. ee. 10,140,000 41,614,000 4,700,000 5,731,000 38,246,000 6,143,000 106,574,000 
Torat VALUE OF - 
New Buitpincs $311,068,000 $1,735,394,000 $170,140,000 $362,046,000 $1,757,321,000 $619,297,000 $4,955,266,000 
New Construction Under Astinete ee Spoceiontions DEC ced aan sae sadn dies eeer snmp Crees 403 eu . .$4,955,266,000 
As shown in above t: 
*Small Dwelings Not Designed my 2 y clone Tah edcssaceteriakes oes 5 A i te 789,368,000 
mated about 80% of 
tIndustrial Building Not Designed | GS scars peseeebsets des saee sss PATO Gey Tein 
stimated 50% 
Other Buildings | Not Designed * MED. orden. ccee advoocseseteie A od dae B seeds bal 6-h00q? © ee 
at 10% of total after 

pen above two classifications ee es ee ee 

TOTAL ESTIMATED EXPENDITURE ss... ws eee ‘. a $6, 505,128,000 
FOR NEW BUILDINGS IN 1928 (Not Including Public Works and Utilities) 








@ Tue Ancuirecrunal Forum 


DETAILED FORECAST of NEW BUILDING CONSTRUCTION for 1928 


divisions presented in the tabulation. | 
It is predicted that building activity | 
during the year 1928 will carry along | 
in a much stronger manner than has | 
been generally anticipated and that 
any decrease in volume which might 





be the result of lessened activities on 
the part of speculative builders will 
in turn be offset by a number of large 
investment and institutional projects 
which have been held in abeyance dur- 
ing 1926 and 1927. 


Master Lock Company, Milwaukee, Ships Carload of Padlocks 


Christened with a bottle of Milwaukee 
Near Beer, a solid carload of Master 
Laminated Padlocks was shipped by the 
Master Lock Co. to hardware jobbers in 
New York City. Th's shipment, claimed 
to be the largest consignment of padlocks 
exclusively in the history of the hard- 
ware industry, contained 147,600 padlocks, 
weighed more than 3400 Ib., and had a 
retail value of from $65,000 to $75 000. 

Feb. 20 was “Padlock Day” in Mi:wau- 
kee. There was a padlock parade and a 
civic lunch afterward. At the invitation 
of Van B. Hooper, sales manager, Master 
Lock Co., Acting Mayor Corcoran of 
Milwaukee, representatives of the Asso- 
ciation of Commerce, several city officials, 
and local and hardware jobbers and deal- 
ers participated in the event. The locks 
were carried from the factory to the ship- 
ping pier in Milwaukee on seven two-ton 
trucks. Thirty-six decorated autos, 12 
taxicabs and an attractive float, which por- 
trayed a monster padlock, gave color to 
the four-block padlock parade which Mil- 
waukee enjoyed. 

Film news photographers took pictures 
which will be shown in the “Current News 





Features” at movie theaters. The purpose 
of the demonstration was to advertise Mil- 
waukee as a city of diversified industry, 
as well as the padlock company’s success. 
The Master Lock Co. started in business 





TO ‘PADLOCK’ NEW YORK 


about three and one-half years ago with 
only six employees. Today it employs 150 
workers in a complete and very modern 
plant, formerly a part of the famous Pabst 
breweries. 
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600,000 feet sold 


In one city / 


& 
——— ek dealer, / 


(IN ONE MONTH) 






... just some LAST YEAR’S records of 


gril wy A’ 


Mctal Weatherstrip /- Doors end Windows 





AST season Tac-Ezy Weatherstrip, with but little sales 
effort and without a line of advertising, was a selling 
sensation in the fewstores where it was shown. But these 
records will beas nothingincomparison to this year’ssales! 


For now we’re telling eight million typical American families about 
Tac-Ezy. How it stops draughts and dirt. Howeasily anyone can install 
it. How it saves coal. How inexpensive it is. We’re selling the public on 
Tac-Ezy—and telling them to get it at the nearest hardware store. 


That’s YOU —for hundreds, perhaps thousands of people whom our 
national advertising reaches in your vicinity. 
Yet you can’t sell it if you haven’t got it! But 
we want you to get it, and have it ready—and " 
get some more when that’s gone. We want .” 
you to see for yourself what a hot seller this 
Tac-Ezy is! é 





es 
““ Coupon 
So we’re making a Special Introduc- |.” a 
tory Offer which enables you to |-”” Please send details of 


. : ‘41. .-* your Special Introductory 
put in a little stock at trifl Offer on Tac Ezy Weatherstrip. 


ing cost. - 
Justsend Coupon iar CSeSeSeS CHCOCCHS SESS T OE CEEDESO HOSE 


7 


fo T a ll th e F 4 POC eee emcee reer ee ereseseesseseesseseese 
“7 ToGENERAL WEATHERSTRIP CO. 


7 . 
Py 5114 Penrose Street « « » St. Louis, Mo. 











Tac-Ezy advertising, appear- (SX ing in these and other 
publications, is reaching mil- = lions of people..Like- 
wise dealers throughout the U. S. are being reached through their d t il | 

trade-papers and by direct mail. etaus. 
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porters for 


the “hard to please”’ 


USTOMERS who “like to be 

shown” soon become enthu- 
siastic boosters of the Savage 
Sporter Rifle. It is its own best 
salesman—displaying graceful 
lines, fine balance, an attractive 
new charcoal -blue finish and a 
smooth-working action. Then, 
too, there’s that moderate price! 
All of which means steady sales, 
steady profits, steady customers. 


Model 23-A Sporter—.22 cali- 
ber—shown here, is the outstand- 
ing small game hunting rifle of 
today. For bolt-action rifles han- 
dling the efficient .25-20 or .32-20 
cartridges, Sporter Models 23-B 
and 23-C are unequalled. And 
the new Super-Sporter, Models 40 
and 45, are so amazingly different 
from any other American-made 
rifle that we can only advise you 
to see them. 


SPORTER 
MODEL 23-A 


SPECIFICATIONS: 
Model 23-A Sporter—.22 caliber, repeating,bolt-action 
rifle. 1-Piece Stock and forearm, American Walnut. 
Full pistol grip. Five-shot box type magazine. New 
charcoal-blue finish. Weight 6 lbs. Retail Price $18.50. 


Sell your customers the advantage of 
Savage Cartridges with Savage Rifles 
Ask your jobber’s salesman to show you the 1928 Savage Sporter line 
SAVAGE ARMS CORPORATION 
Dept. 571 Utica, N. Y. 


Owners and Operators of 
J. Stevens Arms Co. and Page-Lewis Arms Co. 


Largest Manufacturer of Sporting Arms in the World 


SAVAGE 


| 














A New Checking Floor Hinge 
Added to Oscar C. Rixson Line 


The Oscar C. Rixson Company of Chicago, IIl., for 
a quarter of a century makers of builders’ hardware 
specialties, have just added to their line a new single- 
acting checking floor hinge, to be known to the trade as 
No. 18 and 18%. 








This new check has been developed particularly for 
use on single acting interior doors and, in design and 
principle, is substantially the same as the firm’s popular 
No. 20 and No. 25 hinges., All working parts of the 
new item are immersed in a checking fluid which also 
acts as an effective lubricant. It is easily adjusted, thus 
insuring proper working under all conditions and will 
permit the door to be opened to 180 degrees and to close 
from this point. The point of connection between the 
spindle and supporting arm can be raised or lowere«| 
to overcome any possible sagging or binding of the door 
without demounting the door. 

The check can be supplied regularly in dull or bright 
brass or bronge finishes. It will be distributed through 
regular hardware channels, and prices and further de- 
tails may be obtained from the makers. 


You Can Reach Them for a Penny 


A penny postal card will tell your prospects about your 
line of builders’ hardware. You would be surprised at 
the response it will bring. A brief description and a 
small illustration of the item will arouse the interest it 
your line and lead to sales in every department of the 
store. It costs little to try, and you will be well repaid 
for your effort. 

















‘Meredith Boosts the Cows and Hens 


O. MEREDITH, salesman and window trimmer 

e for Beaulieu & Ineck, Winner, S. D., believes in 
seizing upon every local event or condition as an oppor- 
tunity to sell more hardware. Accordingly, when one 
of the railroads announced that it was sending a “Cow 
and Hen” special train across the State in an effort to 
stimulate a greater interest on the part of the farmers 
in poultry raising and dairying, and that it would visit 
Winner, Mr. Meredith decided to cash in on the affair. 

By calling on some of his farmer friends, whom he 
knew to be profitably milking cows and raising chickens, 
he obtained some accurate figures as to what their profits 
were. Using this material on a large card, which also 
included an invitation for the farmers to visit the “Cow 
and Hen” special for further information, as the center 
of a window trim, the balance of the window contained 
cream separators, cream cans, poultry feeders and 
waterers, and kindred items. 

Through the joint efforts of the store and the edu- 
cational exhibit on the train, several farmers from the 
vicinity were “sold” on the idea of going into this branch 
of farming. At the store, the immediate sale of three 
cream separators, as well as considerable poultry sup- 
plies, can be traced directly to the window display, and 
undoubtedly other sales will result before the season is 
over. The average stock of dairy and poultry supplies 
carried will run about $400, while sales will approxi- 
mate $2,000 annually. Newspaper advertising and cir- 
culars are used extensively by the store in calling atten- 
tion to this line of merchandising, and cream separators 
are frequently put out on a week’s free trial, where the 
prospect is reliable. 

In promoting the raising of poultry and dairy cows, 
the sale of supplies is, of course, the direct object, but 
in addition there is the thought that a weekly cream 
or egg check received by the farmer will give him more 
money to spend for other hardware items. Also, a farmer 
getting a weekly income from cream or eggs is a much 
better credit risk than the farmer who is entirely de- 
pendent on the sale of his general farm crops in the fall. 


“The Spring Buying Problem” 
Editor HARDWARE AGE: 

Just a line to tell you that your article, ‘The Spring 
Buying Problem,” looks mighty good to us and we think 
that this article will do a lot of good in the trade. 

This hand-to-mouth buying is especially noticeable in 
lines like ours where the jobber will expect to have 
prompt shipment of small dozen packages, whereas four 
or five years ago, when they took these cutters in five- 
gross cases, they certainly made more profit. 

GEORGE L. Ler, Landon P. Smith, Inc. 


Doorways in Latin America 


“Doorways,’ house organ of Richards-Wilcox Co., 
Aurora, IIl., contain remarkable photos of some of Latin 
America’s beautiful doorways in its March issue. 

Among them are the following: Old Spanish colonial 
church doorway, Copala, Mexico; facade of church, 
Quito, Ecuador; residence of former President Diaz, 
Mexico; patio of private house, Guadalajara, Mexico. 
On the cover of this issue is a photo of the famous 
bronze doors of the convent of the Church of Santa Inez, 
Mexico City, carved with scenes depicting biblical char- 
acters. The carving of doors such as these, says “Door- 
ways,” required years of painstaking concentration. 
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can sell these= 
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Triple Service — Rust Proof 
LICENSE FASTENERS 


Protects against faulty parking lighis 
Fastens license plates securely 


¢ PER 
45::: 


Beautifies the cai 

















45° per pair 


Red for 
for front 
of each 
color) mo 


display card. 


Every time a 
time a car 


time a car license is issued—th@re’s 
a chance to sell at least one pair of 


PROTEX-A-C 


These novel fasteners, with colored 
jewel reflectors and cadmium-plated 
rust-proof metal parts, 
They 


a big hit. 
when parking 


pleasing touch to its appearance as 
Cost but little more than or- 
dinary fasteners—45c. per pair (50c. 
west of Rockies). 
Write for sample. 


PROTEX~ 


well. 


rear plates—green 
plates. Six pairs 
color (or all one 
unted on attractive 


new car is sold—every 
changes hands—every 


AR License .Fasteners. 


have made 
protect the car 
lights fail and add a 


Liberal discount. 
Use the coupon. 


uv 





Mounts Chains in One Minute 


Made of lacquered, 
rust - proof spring 
steel. 35¢ each, 
65¢ pair. Simple 
and practical. 


Tire Chain Mounters 
and bother out of 
applying chains. No jacking up car, 
no struggle to fasten chains, no dirt. 
Chains are mounted quickly, easily and 
tightly. 

One size fits all pneumatic tires. Lac- 
quered—Rust-proof. 35c. each, 65c. pair 
(slightly higher west of Rockies). Sell 
them by the pair, to mount both chains 
at once. Write for sample. Use the 
coupon. 


EZ-CHAIN-ON 
take all the fuss 


PROTEX-A-MOTOR MFG. CO. 


Export Department: 
35 Fifth Ave., New York City 


5. 


PITTSTON, PA. 


American Steel Export Co., Inc., 


EZ-CH 


TIRE CHAIN 


MOUNTERS 





PROTEX-A-MOTOR MFG. CO., Pittston, Pa. 


Gentlemen: 


Please send us at once 


cards PROTE 


°=X-A-CAR License 


Fasteners. 


..pr. EZ-CHAIN-ON Chain Mounters. 
....Full information on PROTEX-A-MOTOR Gasoline Purifier. 


Name 


Street 











"CAR 
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Ohio Association Discusses “The New Competition” 


President W. B. Martin, Mansfield, Ohio. 

A brief summary of the high spots of 
the session was given by Mr. Sheets. He 
declared that he is not pessimistic about 
the future of the retail hardware business, 
but the retailers have to make that future. 
They must meet the new competition and 
apply modern practice to new conditions. 
It is important, he said, that the state as- 
sociations study the standards of practices 
set up by the national association and ap- 
ply them as far as is practical. Retailers 
must know their job and learn from each 
other. Women, he said, have become im- 
portant factors in the hardware trade, as 
they are buying more hardware than be- 
fore, and more women are being employed 
as sales clerks. The hardware merchants, 
he said, must seek business with the same 
intensity as competition, and meet the chal- 
lenge of competition by being better mer- 
chants and by rendering better service to 
the public. Retailers have been rather slow 
in adopting the open display method for 
merchandise, but are coming to it. Many 
retailers should rebuild their windows. 
The cost of putting in tables and shelving 
is not expensive. He said that Mr. Milli- 
gan found himself with a new store but 
not a sales force that was adjusted to it, 
but the clerks adjusted themselves to the 
new conditions. 

Mr. Sheets emphasized the importance 
of making a store more attractive to cus- 
tomers and of serving customers better. 
By adopting the open display method and 
marking the price on merchandise, the rc- 
tailer has learned to buy better, he said. 
He has probably found that certain prices 
appeal to customers, and he determines 
what the selling prtces should be, and he 
buys so that he can sell at those prices. 
He declared that the old-time showcase 
has outlived its usefulness, and said the 
national association has adopted a new 
showcase which will fit in with open 
tables. In his opinion, if the hardware 
merchant would develop half the new ideas 
that are put forward by moving picture 
theaters to keep up interest in their enter- 


Premax Curtain Holdback 


Niagara Metal Stamping Corp., Tenth 
Street and Angelo Court, Niagara Falls, 
N. Y., has placed on the market the Pre- 


is | 
Ad PREMA X_ 





max Curtain Holdback, a small device 
designed to keep window curtains from 
blowing out of the window. There are 
two parts, the arm and the bracket. The 





(Continued from page 87) 


tainment, the results would be wonderful. 

A retail store should be properly financed 
so that it can take care of its business and 
get discounts, declared John Sommer, 
Portsmouth, who led in a discussion of 
“Organization and Management.” He said 
that his personal observation showed that 
chain stores rendered terribly poor service. 
Hardware stores are built on personality 
and not strictly on the merchandise they 
sell. He urged upon retailers the impor- 
tance of discounting bills, and called at- 
tention to the advantages of good credit 
ratings in buying merchandise. The mer- 
chant in selecting goods, he said, must 
know what the people want, and carry 
what the trade demands in his community. 
Some stores cannot carry the highest qual- 
ity of merchandise. They cannot sell a $2 
article when their trade wants a $1 article. 
In the selection of clerks honesty is the 
most important qualification and sales abil- 
ity second. Retailers should get represen- 
tatives of manufacturers and jobbers to 
give talks to the clerks on salesmanship. 
Retailers should have confidence in their 
competitors and they should stick together. 

P. G. Wuertz, Cleveland, said that he 
and his clerks work together discussing 
changes in display arrangement and win- 
dow trimming. They are always trying to 
do things that will get customers to come 
into the store oftener. “You must put the 
human element in the store of today,” he 
declared. 

George Sheridan, executive manager of 
the Ohio Council Retail Merchants, told 
of some of the work that his organization 
is doing, particularly in a legislative way 
for the retail stores in Ohio in all fields. 
The trade papers, he declared, contain a 
mine of information, and he urged retail- 
ers to pay close attention to the journals 
in their field. Turning to the “New Com- 
petition,” he declared that the wave of sell- 
ing by canvassers has not increased, he 
thought direct selling is on the decline, 
but pointed out that the chain,store com- 
petition is spreading. He also warned of 
increasing competition from public utili- 








bracket is placed from 20 to 24 in. above 
the window sill. The arm can be inserted 
so that it hangs vertically, out of the way, 
when not in use. When the arm is to be 
used, the curved portion is inserted in the 
bracket, the arm extending horizontally, 
holding the curtains from the window, 
also keeping them back from the dust 
and dirt that blows in. The Premax can 
be operated from any one of three posi- 
tions, fitting all types of window sash. 

Two brackets and two arms comprise 
the set, together with the necessary 
screws. 





Meisselbach Automatic Reel 

A. F. Meisselbach Mfg. Co., Elyria, 
Ohio, is now manufacturing the Meissel- 
bach Automatic Reel. The paying out of 
the line winds up this reel and a slight 
touch on the lever with the little finger, 
reels in the fish. If the angler desires to 








ties companies, which particularly affect 
hardware merchants. He said these com- 
panies start in a legitimate way to retail 
devices, but some of them have gone wild 
on the matter. Under the State regulation 
of rates they can operate retail stores at 
a loss then charge this loss up to their 
public utilities operations. He said that the 
utilities companies cannot be forced out of 
retail business, but should be compelled to 
discontinue their vicious competition. 

The subject of “Business Control” was. 
discussed briefly by F. R. Conklin, Dela- 
ware, who read the standards of practices. 
adopted at the Mackinaw convention. He 
was followed by Mr. Sheets, who ex- 
plained in detail the business control work 
sheet of the National Retail Hardware As- 
sociation. ; 

John Sommer, Portsmouth, who has been 
vice-president of the association, was 
elected president for the ensuing year. A. 
E. Herrnstein, Chillicothe, was elected 
vice-president. James B. Carson and John 
F. Baker of Dayton were reelected secre- 
tary and treasurer respectively. The new 
directors are L. M. Kreig, Newark; Ed- 
ward Speasmaker, London; W. M. Red- 
dish, Toledo; C. E. Saurer, Barberton; 
F. J. Pekoc, Jr., Cleveland; Carl Koehler, 
Reading; Lawrence Milligan, Bellefon- 
taine; Martin J. Spoerl, Hamilton; W. B. 
Martin, Mansfield; R. F. Frey, Ottawa. 

Delegates elected to the national con- 
vention were John Sommer, A. E. Herrn- 
stein, J. B. Carson, John F. Baker, L. M. 
Kreig, Edward Speasmaker, W. M. Red- 
dish, C. E. Saurer, W. B. Martin and R. 
F. Frey. 

An entertainment, including music and 
dancing, was provided three evenings in 
the banquet hall of the hotel. In addition, 
other forms of entertainment were pro- 
vided for the visiting ladies. 

The hardware exhibit, which was ‘held 
in the Toledo Armory, was very complete. 
As business sessions were held only in the 
forenoon, the retailers had all the after- 
noon to l6ok over the exhibits, and the at- 
tendance was large. 


wind up the spring without disturbing his 
line, he can simply turn the drum on top 
of the wheel. The reel has a line capacity 
of 50 yards of “F” line, with room to 
spare. Another feature of this reel is 
the friction clutch, which allows it to re- 





volve under tension after the end of the 
spring has been reached. This permits 
the angler to pay out more line to the fish 
if necessary. 

The Automatic Reel is strongly con- 
structed of a special light metal which 
has been rustproofed. 
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Steel Sheets 


Sheet metal serves increasingly the engineer- Sheets, Special Sheets, Tin and Terne Plates 

















ing, railway, industrial, and general construc- for every known purpose—and with highest 
tion fields. This Company is the largest and quality standards rigidly maintained. Sold by 
oldest manufacturer of Black and Galvanized leading metal merchants. Send for booklets. 
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MERICAN 


one | ore EL Products 


x8 
Copr® aia Sheets 












r AMERICAN SHEET AND TIN PLATE COMPANY 












































General Offices: Frick Building, Pittsburgh, Pa. 
DISTRICT SALES OFFICES:—CuicaGo, CINCINNATI Export Representatives—U. S. SrzeL Propucts Co., New York City 
Denver, Detrorr, NEw ORLEANS, NEW YORK Pacific Coast Representatives — U. S. SrEEL PRopuCcTs Co. 
PHILADELPHIA, PITTSBURGH, ST. LouIs San Francisco, Los Angeles, Portland. Seattle, Honolulu 
ca tne ne een nn To. 
>= —————————————— SHEET STEEL = 
TRADE EXTENSION COMMITTEE 
q 











The Stepladder that Comes in a Package 
Easy to Handle—Easy to Sell 


No longer is it necessary to clutter your store with 
the old bulky, dust-collecting, space-consuming step- 
ladder of the past. LADAPAK, with its many 
improved features, comes to you in easy-to-handle, 
easy-to-store, easy-to-display, dust-proof cartons. 


For complete information D ierks 


















































mM 
and prices mail the coupon Lumber & Coal Co. 
be ' below—or ask your jobber. Gates Bldg’ Kansas City, Mo. 
Ty] STORE ._ = ae ; 
NY our | 707 Gates Bldg., Kansas City, Mo. 
ha ) one 1 Please send me full information and prices 
Hay ‘was | r on LADAPAK. 
'HI}] STORED, Want - 
Li! Before." |3\||/ SN 1 Name 
| [ 
—— AAI —. SS SEES ee eae ee ee Ce 
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OL EE RINE oo acm come 


a 

















126 ___ HARDWARE AGE for MaRcH 8, 1928 __ aa 








' LIBERTY 
All-Metal Fly Screen sxe" vizsing into ac. 


tion. Rush your or- 
der for LIBERTY 
Fly Screens. Of metal 
construction through- 
out. Adjustable to 
all size windows. Re- 
tail at: Ga'v. Wire, 
85c to $1.50; Bronze 
Wire, $1.25 to $2.00. 


Buy From 
Your Jobber 


1144 B’way 
m. Xs Ge 











Sell DOMES 
of SILENCE 
and Be Sure of 
a Real Profit 


Their reputation and 
known quality make 
them an outstanding 
value at 10 cents per 
set of four. 


Beware of cheap imi- 
tations in which the 
quality as well as 
your profits is sacri- 


ficed. 


DOMES of SILENCE 
21 Pearl St., New York City 










Easy to buy 
Easy to apply 












ELL YOUR CUSTOMERS | 


To use more Hercules Steam-distilled 
| Wood Turpentine and less oil for good 
| paint jobs in cold weather. 


=, 


| HERCULES POWDER, COMPANY 
INCORPORATED, 
956 Market Street 
| Wilmington, Delaware 

















KEYSTONE 


No. 333 — ‘S -Kits’’ 


Ki 








——$—$—— 
———— 


No. 222 
This handy little tak my 
auto kit consists of with 7” handle 


of hexagon 


a pressed steel case Ey 


of heavy gauge 
steel containing seven sockets of different sizes, and a 
9” hexagon steel handle. 

The quality socket wrench line. Special features 
of these wrenches make them best sellers. 


KEYSTONE MANUFACTURING CO. 
Buffalo, N. Y. é 
Sales Representatives—Surpless, Dunn & Co., 
New York—Chicago 


























West’s Largest Sign Sells Hardware 


O Hibbard, Spencer, Bartlett & Co., Chicago hard- 
ware wholesalers, goes the distinction of having 
the largest electrically lighted sign in the Middle West. 
This sign, which has just been erected on the roof of 





the company’s 13-story office and warehouse building, 
is 60 ft. high and 165 ft. long. The capital letters in 
the firm name are 20 ft. high while the small letters are 
15 ft., and 2510 lights are used in spelling the entire 
name. It is estimated that it will cost between three 
and four hundred dollars per month for the electric 
current used by the sign. 

In the sign itself and in the braces, 45 tons of struc- 
tural steel was used. The accompanying photograph 
was taken from the former site of the company’s build- 
ing,about a half mile from the present location. 


J. W. Moore Comments on Missionary 
Salesmen 
(Continued from page 114) 


poor man, of little ability, no experience, thrown on his 
own responsibility, with no one to check or direct his 
efforts, 1s a loss to all. 

The manufacturers should cut down the missionary 
men to a minimum and have for the personnel of this 
minimum high-class, upright, intelligent salesmen of 
ability. Man who can inspire success and create an at- 
mosphere of helpfulness and cooperation with the dis- 
tributor’s men; men who can teach as well as produce. 

Place these men as fixtures in jobbing centers, having 
them work entirely with the jobber. I believe that this 
would not only reduce sales cost but also increase sales ; 
and, furthermore, promote that good will which is so 
necessary between manufacturer, jobber and dealer. 

Yours very truly, 
STRATTON & TERSTEGGE Co., 
J. W. Moore, Sales Manager. 
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Wait, But Wait Wisely 
By H. Addington Bruce 


OU know the old saying, “Everything comes to 

him who waits.” More than once, I'll wager, you 

have derided it as a vapid, empty, futile, foolish 
saying. 

And you were right in so deriding it. No saying 
is more misleading, more meaningless. Only it does 
become full of meaning, does become pregnant with 
significance to the ardently ambitious, when one appends 
to it the little word, “wisely.” 

That makes all the difference in the world, especially 
when one appreciates just what is meant by waiting 
wisely. 

To wait wisely involves something altogether dif- 
ferent from the dull, dumb acceptance of the present 
situation as suggested by the crude proverbial saying. 
It involves quiet, persevering effort to fit oneself for 


waiting’s rewards. 








To wait with eyes and ears wide open to every help- | 


ful hint from the circumstances of one’s occupation and | 


from one’s fellow-workers; to wait with creative medi- 
tation on the problems raised by the daily task; to wait 
with one’s heart really in one’s work and one’s mind 
attentive to its pettiest details—that is the success- 
_ prompting course open to every one of normal intelli- 


gence. 

It is because they fail to appreciate these aspects of 
the art of waiting that many workers who overcome 
the natural impatience of youth nevertheless miss profit- 
ing from their patient waiting, and remain poorly paid 
doers of routine work. Not for writers only, but for 
all workers there is a significant lesson in this statement 
by the famous novelist, Charles Dickens: 

“The one serviceable, safe, certain, remunerative. 
attainable quality in every study and every pursuit is 
the quality of attention. My own invention or imagina- 
tion, such as it is, I can most truthfully assure you, 
would never have served me as it has but for the habit 
of commonplace, humble, patient, daily, toiling atten- 
tion.” 

Compare Robert Louis Stevenson’s account of the 
apprenticeship he served in preparation for the achieve- 
ments of his later years: 

“T always kept two books in my pocket, one to read, 
the other to write in. As I walked, my mind was busy 
fitting what I saw with appropriate words. When I 
sat by the roadside, I would either read, or a pencil and 
penny version book would be in my hand to write down 
the features of the scenes or commemorate some stan- 
zas.”” 


Foolish is the business beginner who thinks that he | 


can win to the top of Success Mountain with the ease 
and speed of an airplane. But equally foolish is he who 
thinks that mere waiting will eventually bring him there, 
and that in the interim he can, to all intents and purposes, 
sit twiddling his thumbs. 

Patient waiting—aye, but also eagle-eyed waiting, 
thoughtful waiting, effortful waiting, that is what counts. 


EAVES 


> 





& 


pez 


> 





“Free Counter Card” 


The Right Way to sell Crown Caps is 
the “Hold-Tite” Way. 

Put them on the open counter. It’s 
a 10c. package that catches the eye of 
every customer. 


“Cash in on the Hold-Tite Way” 


Apex Stamping Company 


Deptt. ZW Riverdale. Ill. 





Ask Your Jobber or Write Us for Prices 

















NS 
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Small 
articles 





Nos. 16 and 17 


Double-Duty Display 
Tables 


They double the use of your aisle frontage making more sales 
per square foot of floor space. Just think of it, 108 square feet 
of actual display space in this group of four tables besides plenty 
of storage space below. 


There is a spot in nearly every hardware store where one or 
more of these tables should be in use. The best paying invest- 
ment any hardware store can make. 


HELLER 


Business Building Store Fixtures 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
20 Vesey St., Suite 500, 


Check the items you are interested in, 

tear out this ad and mail it today. 

O New Display O Pennsylvania 
Tables Metal Saw Rack 

0 Nail Counters [) Display Door 
Ww 


all Cabinets New York City 
3-1-28 56-A 
Write name and addresa in the margin below. 
eee PRIS CREEP alee RIBERA 
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oT of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ a 









“And is my child smart?” said the proud 
mother. “He knows all about the Bible. 
Tell the man, Junior, how many days the 
earth was made in.” 

“God made the heaven and earth in six 
days,” was the child’s reply. 

“And what happened on the seventh?” 
inquired the mother. 

“He was arrested,” came the answer. 





All the seats were taken on the suburban 
train and several people were standing. A 
woman got aboard and patiently stood in 
front of an elderly negro. With true chiv- 
alry of slavery days, he glanced at her, arose 
slowly and, with a profound sweep of his 
old slouch hat, offered her his seat. She 
gazed at him and said sweetly: “Oh, I hate 
to deprive you of your seat.” 

He made another profound bow and re- 
plied loud enough for all the car to hear: 
“No depravity, madam; no depravity.” 


“Mother, do liars ever go to Heaven?” 

“Why, no, dear,” replied the mother in 
some surprise, “certainly not.” 

There was quite a pause. 

Finally the boy said quietly : 

“Well, it must be mighty lonesome up 
there with only God and George Wash- 
ington.” 


Seth’s pap sent him to the mill one day 
to try to sell the season's wheat crop. 

Seth got hold of the miller and submit- 
ted a handful of wheat to him. The miller 
examined the wheat very carefully. Then 
he said: 

“How much more has your pap got like 
this?” 

“He ain’t got no more like it,” young 
Seth answered. “It took him all morning 
to pick that out.” 





Passerby (to man who had just landed 
from a three-story fall)—“What did you 
jump out of that window for?” 

Much Shaken-up Man—“A woman lied 
to me.” 

Passerby—“That’s no reason for jump- 
ing out. What did she lie about?” 

M. S. M.—‘“She told me her husband 
was in San Francisco.” 





Ever heard of the tall and husky brown- 
skinned son of Africa who would go to 
camp meetings, but instead of joining in 
the services and prayer, would loiter 
around, whistling or snoozing under a 
shady tree. An elder who had noticed the 
young negro idling about decided to go 
over and talk to him. 

“Say, young man,” said the elder, “is 
you a man of God?” 

When the significance of that question 
had sunk in, Jack Johnson’s double un- 
concernedly answered: “No.” 

“Has you got religion?” 

“Hm, no.” 

“Wall, then, what you cum to camp 
meetin’ foh?” 

“T comes to hug and kiss de garls an’ 
sing bass.” 


A certain golfer who is so completely 
absorbed in his pastime that mere domestic 
matters have long ceased to trouble him 
has a small son named William. 

One evening, upon returning from the 
country club, his wife remarked: “William 
tells me he was caddying for you all after- 
noon.” 

“Is that so?” exclaimed the astonished 
man. “Well, now that you mention it, I 
thought I had seen that boy before.” 


Ocean Passenger—‘Why is the steamer 
slowing down?” 

Officer—“Oh, the captain used to be a 
motorman on a street car and we are near- 
ing a school of whales.” 


Lady—“What’s the trouble, motorman?” 

Motorman—“We ran over a dog.” 

Lady—‘“Was it on the track?” 

Motorman—“No, we had to chase it up 
an alley.” 





(in the street car)—“I am glad to see 
you improving in your manners, old man, 
and giving up your seat to a lady.” 

“My dear chap, since childhood I have 
always respected a lady with a strap in 
her hand.” 





“Why is it that a red-headed woman 
always marries a very meek man?” 
“She doesn’t. He just gets that way.” 





Mother—“Let me see how you are get- 
ting along at school. Add up that column 
of figures.” 

Sonny—“Gwan! We're way past add- 
in’. That’s only for kids. We're all the 
way up to Gazinta.” 

Mother—“I never even heard of Ga- 
zinta.” 

Sonny—“It goes like this: Two gazinta 
four, four gazinta eight.” 





Boss—“You two fellers started diggin’ 
at the same time. How come, Pat’s got 
a bigger pile of dirt?” 

Mike—“Sure, he’s diggin’ a bigger hole.” 





There isn’t much to life but this: 
A baby’s smile, a woman’s kiss, 
A book, a pipe, a fire, a friend, 
And just a little cash to spend. 





A British tourist journeyed from Cairo 
to the Pyramids. Fired by romantic tales, 
he felt sure he had reached the land where 
nothing savoring of Western civilization 
would be allowed to disturb the Arabian 
Nights’ atmosphere. 

When he reached the Pyramids and was 
hoisted to a camel by an exceedingly pic- 
turesque Arab, he quivered with delight. 
But he had a rude awakening. 

“What’s your camel’s name?” he asked 
the Arab. 

“Mary Pickford,” was the answer. 





“So you tnet Alice today?” 

“Yes; I hadn’t seen her for ten years.” 
“Has she kept her girlish figure?” 
“Kept it? She’s doubled it.” 





Mike—“Did ye ever speak before a large 
audience, Pat?” 

Pat—“Fairly large, I did.” 

Mike—“And what did you say?” 

Pat—“Not guilty.” 





“How yo’ all getting along with yo’ 
’rithmetic, Sam?” 

“Well, I don’ learned to add the aughts 
all right, but de figgers botiier me a lot.” 





Prof. Abbott—“Any abnormal students 
in your class?” 

Prof. Engle—“Yes, I have two who have 
excellent manners.” 
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that 


ll Your Customers Know 


Your oldest salesman prob- 
ably hasn’t been selling any 
longer or more consistently 
than this famous name and 
product. For forty years 
the TRIMO Pipe Wrench 
has sold itself to the public 
on unfailing performance. 


You know its selling points. 
So do your customers. 


When Your Customers Want A 
Pipe Wrench, Sell Them A TRIMO 


TRIMONT MFG.CO., Inc. 
Roxbury (Boston), Mass. 


For Forty Years The Leading 
Wrench Makers Of America 


Other well known TRIMO Pipe Tools: 


TRIMO Pipe Vise TRIMO Pipe Cutter 
TRIMO Chain Wrench And, of course, the 
famous TRIMO Monkey Wrench 








A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 


precision in every 


manufacturing detail. 





yanch Offices, 


New York, 45 Warren St. 
Chicage, 555 W. Randolph St. 
peetes, 76 Batterymareh. 

San Francisco, 703 Market St. 
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How About 


House Numbers 


You don’t even have to make that sugges- 
tion when the attractive Premax display box 
gives your customers an opportunity to select 
for themselves just the kind that pleases them 


most. 








The distinctive design of Premax brass and 
aluminum house numbers satisfies the most 


particular. 


within reach of everyone. 
margin of profit makes it well worth your 
while to keep a representative stock always 


available. 


Ask your Jobber about this fast moving line 
or send the coupon below for complete infor- 


mation. 


NIAGARA METAL STAMPING CORPORATION, 


Today? 


number. 

DELUXE HYCASTE 
Legible _ satin- Stamped from 
silver alumi- real brass, 
\ num on black highly polished 
N ground. and _ lacquered. 


Their reasonable cost puts them 
The satisfactory 


Dept. HA 3-8-28, Niagara Falls, N. Y. 


Please send samples and complete details on Premax 


House Numbers to 


Name 
Address 


City 


Seite. ::. 


Attractive Dis- 
play Box con- 
taining ten fig- 
ures of each 
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A quick-selling lubricant that 
has many uses in the home or 
office. 


Containing Dixon’s Flake 
Graphite, it is unexcelled as a 
lubricant, while a few drops 
will loosen rusty nuts or bolts. 
The value of flake graphite as 
a lubricant is well known in 
mechanical fields. The high 
quality lubricating. oil carries 
a charge of graphite to every 
moving part and provides bet- 
ter and longer lasting lubrica- 
tion than possible with oil 
alone— 


The new 3 oz. can is packed 
one dozen to an_ attractive 
carton which may be placed 
on counter for display and easy 
sale. 

Ask your jobber or write for 
prices and further information. 


Joseph Dixon 
Crucible Company 


Jersey 5 New 
City + a Jersey 


1827 One Hundredth Anniversary 1927 
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Cleveland”? on Grindstones 
Means Greater Sales 
with Less Effort 


For nearly a century the name 
“Cleveland” on a grindstone 
has meant as it does today, the 
utmost in grindstone satisfac- 
tion. 

Dealers know that this fact 
has a very definite selling 
influence and lay in spring 
stocks accordingly. 


HARVEST KING 


STERLING 





Substantial light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea or 
Take Huron grit, which we 
alone manufacture. 19 to 22 
inches in diameter. 134” to 


Frame of heavy angle steel 
14%” x 1%” x \%”, strongly 
braced and is equipped with 


our standard high grade se- 


2%” thick. Frame can be lected ‘“‘ Cleveland’’ Grind 
set up in a jiffy—merely by stone. Shipped folded com- 
manipulating one bolt. Shipped plete, stone crated sepa- 


knocked down and crated. rately’ to save freight. 


The Cleveland Stone Company 
Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 








MYERS 
Pump Standards 


Pump so easily, are so reliable and 



















long lasting, that they always give a oO Easy 

full measure cf satisfaction to those fue. tae 

who rely on them for their daily water -— 
ead. 


supply. 


Just look them over but—don’t overlook a 
single one of their many exclusive improve- 
ments some of which are—easy operating 
cog gear or plain head, plain or compression 
cock spout, extra large air cham- 
ber, full length stroke, heavy 
base, substantial steel brace and 
back _ outlet—hand, windmill, 
engine or motor power — and 
finally the three-in-one feature 
which permits of 1% inch, 1% 
inch or 2 inch suction pipe being 
used. 


Plain Head 


Adjustable 
Stroke 


~ 


There are Myers 
Pump Stands for 
every style or depth 
of well or cistern — 
for every volume up 
to pump standard 
limits — for every 
— application. 
Jealers everywhere 
look to this out-of- 
the-ordinary line for 
profitable business. 
Do likéwise. Stock 
one or more styles 
and do away with 
all pump stand un- 
certainty. 


OUTLET 








» 
Catalog and prices HOSE : 

to reliable dealers ATTACHMENT 4 a i. 
on request. Write H re 
or wire. mm 14120R 


2 IN. PIPE 


he? 





a 


The F, E, Myers 
& Bro. Co, ozs 
Ishland - (Oho oe 


ASHLAND PUMP AND HAY TOOL WORKS 
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Demand 





We manufacture strictly Our New Victor Step Lad- 
Spruce Ladders. is der for home use is in a 
Spruce properly AIR ig class by itself. 

DRIED is superior to any Our line includes Ladders 
other material for ladder for every purpose. We 


construction. pay the freight. 



































W. W. Babcock Co. 


Extension Painter's Trestle Bath, N. Y. Extension Trestle 
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The Hardware Store 
Is the Hunter’s Arsenal 


Will He Find YOUR 
Products There? 


Guns, ammunition, hunting knives, hunters 
clothing and all the incidentals that appeal to 
the hunter are sold by hardware dealers 
throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


’ 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 
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The RUSSWIN \ 


DISTINCT 
HARDWARI 


DOOR 
THE VALVE 


QUIET CLUDING 
ADJUSTMENT 


SPEED ADJUSTMENT 

This Valve Can Be Closer _ With Auto- 

Regulated To Meet matic Friction Holder 
All Conditions Arm 


THE SPRING 


PISTON LINK Closer With 


(MALLEABLE IRON) 


Strength Where 
Strength Belongs 


MACHINED AND FITTED FOR 
PERFECT COMPRESSION. 





NGC 


Send for our latest Booklet 
and Catalog which describes 
and illustrates the complete 
line of ING&® sanitary, fast 


selling bathroom fixtures. 


Regular Arm. 





SPINDLE 
(DROPPED FORGED) 


CORK PACKING 


ELIMINATES 
LEAKAGE ‘Ny 








3 


GLAND 

MADE IN ONE PIECE 

GIVING A LONG BEARING 
TO THE SPINDLE WHICH 
PREVENTS BUCKLING OF 
THE SPINDLE AND CON- 
SEQUENT WEARING ON 
THE RATCHET AND COVER 


HOLES IN GLAND 
TO LUBRICATE 
MAIN BEARING 


STEP BEARING 
GIVING SMOOTH ACTION 
AND ELIMINATES THE 
POSSIBILITY OF LEAKAGE 


4- POINT 
BEARING 


INSURING A 


t MINIMUM 
AMOUNT OF 


FRICTION AND 
SMOOTH OPER- 
ATION 








Pa) 
3S 
ar 
mene > 
meng” oy 
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A 
INST D 
WORKMANSHI 
IMPERFECTIONS 
MATERIAL. 
APPROVED BY THE 

UNDERWRITERS 

LABORATORY 
AUTOMATIC FRIC- 
TION HOLDER 

ARM 


= 


N BE APPLIED TO 
ry SAME 


JUSTED TO HO 
DOOR AT ANY ANGLE. 
ANY 


The American Hardware 
Corp’n, Successor 


NEW BRITAIN, CONN. 
New York Chicago London 


RUSSELL & ERWIN 
MFG. COMP 








muncce Bath Room Fixtures do more than re- 
turn a good profit to dealers who sell them— 
they please customers to the extent of buying 
more of the same brand whenever they re- 
quire additional fixtures for their bath rooms, 


And their construction of Solid Brass with 
an attractive Heavily Nickeled Finish keeps 
customers permanently satisfied, because RyNoce 
Bath Room Fixtures never rust or corrode. 


We are constantly adding New Patterns. 


Send for latest catalog and Trade prices. 


AMERICAN RING COMPANY 


Waterbury 


Connecticut 


Branch Offices: 


Boston—170 Summer St. 
San Francisco—116 New Montgomery St. 


New York—2 Hudson St. 


Chicago—29 E. Madison St. 
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American Steel & Wire 



































Millions of farmers know that 
Barb Wire, made by the Ameri- 
can Steel & Wire Company, 
stands supreme in tensile strength, 
quality of steel, regularity of 
twist, extra heavy galvanizing 


and firmness of barbs. 


The following brands are busi- 
ness builders for dealers: 
Baker Perfect Ellwood Junior 
Waukegan American Special 
Ellwood Glidden American Glidden 


Lyman Four Point 


Write for catalog and prices 





American Steel & Wire Company 


Sales Offices: Chicago, New York, Boston, Atlanta, Birmingham, 
Cleveland, Worcester, Philadelphia, Pittsburgh 
Buffalo, Detroit, Cincinnati, Baltimore, Wilkes-Barre, 
St. Louis, Kansas City, Minneapolis, St. Paul, 
Oklahoma City, Memphis, Dallas, Denver, Salt Lake City, 
*San Francisco, ‘*Los Angeles, *Portland, ‘*Seattle 
*United States Steel Products Co. 








You Can Fool Some 
, of the People, etc.— 





But you can’t fool any- 
one with a box of poor 
quality, short weight 
tacks. There are too 
many of them. 


ATLAS 
Tacks & Small Nails 


Please every customer, every time 
a tack or nail is used. Full 
weight, honest count of quality 
tacks or small nails in every Atlas 
box. 


You take no chances, selling 
them. 


Order through your jobber. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 








Guaranteed 


Not to wear holes 
in your shelves 


No COES Wrench has ever 
been known to wear holes in a 
merchant’s shelves. ‘Tt doesn’t 
stay there long enough. 


In today—out tomorrow. An- 
other satisfied customer—and an- 
other pleasant jingle on the cash 
register. That’s the way COES 
Wrenches move. They’re not on 
your shelves long enough to mar 


the finish. 


Watch your stock—all seven 
sizes from 6” to 21” in wood or 
steel handles. All leading job- 
bers carry COES. 





COES WRENCH CO. 


“In Business Since 1841” 
Worcester Mass. 





SELLING AGENTS 
J. C. McCARTY & CO........ ....253 Broadway, New York 
JOHN H. GRAHAM & CO...113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 
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trade, glad of an excuse to come in. 
lead to big ones of other goods. 


The shooters see Hoppe’s Nitro Powder Solvent No. 9 advertised in all the leading 
outdoor magazines for March, also Hoppe’s Lubricating Oil and Hoppe’s Gun Grease. 
Standard preparations of known reliability for the proper cleaning and care of all fire- 


arms; used also for many other purposes. 


FRANK A. HOPPE, Inc. 







Brings the Gun Owners In 


PDISELAY Hoppe’s Products now in all sporting goods window displays. ¥ 
bring the shooters in—for a bottle, a can or a tube, and to “look around. 
And often these little sales of Hoppe’s Products 


Quick Selling 
Standard Stock , 
That Draws Trade [i Cm 


HOPPE'S 


“ 


They will 
Good 








Order Spring stock today 
from your Jobber. Write 
to us for new folders of 
interest to all shooters. 


2314-H North 8th Street, Philadelphia, Pa. 








| 


6 > 
ey 
BRIDGEPORT. CONN. 


WOOD SCREWS 


Roofing Nails Scratch Brush Wire 





Rivets 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Co., San Francisco, Los Angeles, Seattle 


Milton Pray 
G. M. Baird & Co., Memphis, Tenn. 


For 
Counter 
Display 





The Best Dollar Door Closer 
of Any on the Market 


The NOT-A-SLAM Screen Door Closer is an out- 
standing value at the price. For Screen Doors, Com- 
bination Doors and Light Wooden Doors. 

Permits opening a door even wider than necessary 
and holds door open at any angle desired. Operates 
equally well on a door opening from either side. Made 
strong and durable. 

The Spring is enclosed, which protects it from the 
weather and makes it very easy for anyone to install. 
Mounted sample gets attention and makes sales right 
away. Packed one in a box complete with screws. 

Sold only through Hardware Jobbers. Write for 
prices. 


Detroit Door Check Co., Detroit, Mich. 




















any others. 


cost. 





Your women customers will buy 
these Freezers in preference to 


easily and quickly they can make 
the many delightful ice cream and 
frozen dainties most any time and 
most anywhere at a very small 


They take very little ice and salt 
and freeze so quickly, it’s really 
no trouble at all. 


Just tell them how 














They sell on a reputation established by more than thirty-five years 
of high class service and they stay sold. This means sure profits. 

The Blizzard is simpler in construction and a trifle cheaper, but 
sells as well as either the Lightning or Gem, and should be carried 
with either style to satisfy the demand. 

We suggest that you place your order at once, for shipment at 
such time as you may designate. This will assure prompt shipment 
at the proper time. Your jobber can supply. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia, Pa. 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 
@ | RUBBER GOODS AND SPECIALTIES | @ 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


BOSTON, MASS. 
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Russell Jennings 
Auger Bits 
Ne. 101-B a, P a a 
Electricians in 1855 
Auger Bit 


Quick Boring Thread 

Single Lip and Spur 

Russell Jennings Mfg. Co. 
Chester, Conn. 











in Paste ome 


= Packed in 


Collapsible 


Greatest Soldering Convenience 
Ever Invented. 

Every Electrical Connection 
orIntricate Job Needs ~ 
SOLDERALL. \ 


— il 
"THE SOLDERALL C0., Newark, oN. mf I" 


oe REWETS. I. A 








ALLITH 


A-P catalog No. 95 is an authentic buyers’ guide 

for garage door hardware, door hangers, overhead 

carriers, fire door hardware, rolling ladders, spring 

hinges. Keep yours at your finger tips. It will 

help you close many money-making hard- ' 
ware jobs. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 








Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age 22,%,,32%,5 








The reputation of 
Brown £4 SHARPE 


6 Wore) On 
for Accuracy and Reliability 
finds them 
aready market wherever 
metal is used 








from 


cover 
cover— 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 





























HARDWARE AGE for M ARCH 8, I 928 nN 137 











WIRE *... 


“Buffalo” Quality Standard Hardware 
q Grade and “Buffalo” Special Hardware 
Grade are backed by 58 years’ experience 
in wire manufacturing. They give the kind 
of service to your customers that means 
more sales to you. Write for Catalog 8-A-B. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 





ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
eighth of an 
ineh for 
drainage in 
the gutter. 

These hangers are 
widely used through- 
out the United States. 







Write for catalog No. 
27, which also illus- 


trates and describes 
conductor hooks and) «a 
fasteners. 


Free sample gladly 
furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 























Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N 
Straight and End Cut with Nut Splitter. Steel Plates hold 
aws rigid. Made in SIX SIZES and THREE STYLES. 

uy the Best. These Tools are Time Savers. 


If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 

— Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
8. 

The above toole will please your customers, as well as eur 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful mana- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 




















Electricians’ and Plumbers’ Tool Bags 


A strong lock-stitched, 
smooth finished, black 
harness leather bag 
with padded adjustable 
shoulder straps. Note 
straps around entire 
bag insuring ample 
strength for heavy 
loads. Sizes 14” to 
a ses Se 8. OR 
full line of Tool Bags, 
Rolls, Golf Bags and 
Brief Cases. 





Send for Prices. 


LeNpzION LeEaTHER Goons Co., 4%? G.4e it 





SUV TEDU LEVER ERE me Fe 





The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Déyton, Ohio 











Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, fil. 
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Classified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 4 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section i POT OEE eee $6.00 


BOXED DISPLAY RATES 


Each additional inch......... sees 400 





Set Solid, Minimum of 5 lines... . 
Each additional li opie 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising 
Each additional Hne........... 80 4 insertions, 10% off; & insertions, 15% 
Average 10 words to a line off 








Remittance Must Accompany Order 





Positions Wanted Advertisements 
50% off rates quoted 


AdGress your advertisements and repiies to 

Hardware Age, Classified Oppor- 

tunities, 239 West 39th St., New 
York City 


Harpwarw Acs is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 








Allow One Line for Keyed Address 





Samples of merchandise, literature, mee 4 Pe > Mace gong more than ordinary reforwarding postage should net 





x numbers. 
| 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 











7) 
FOR RENT—STORE SPACE 


10x35 including loft space 20x40. Light, heat and telephone 
connection. Rental $2,500.00 per year. Can spare larger loft 
space if necessary, also part of window display if required. 
HIRSCHFELD-ELECTRICAL SUPPLY COMPANY, 
46 Warren Street, New York City. 





6) 








PRODUCTS WANTED 


By large nationally known concern. Wish to make and 
sell on reasonable royalty basis products of merit sold 
through hardware, sporting goods, department and furni- 
ture stores. Correspondence invited from holders of 
patents. Address Box H-883, care of HARDWARE Acre, New 


York City. 


SALES EXECUTIVE 


ARE YOUR SALES SATISFACTORY IN VOLUME 
AND PROFIT? IF NOT, GRANT ME PERSONAL 
INTERVIEW—17 YEARS SUCCESSFUL HARD. 
WARE EXPERIENCE IN SALES PROMOTION 
AND HANDLING SALESMEN. EXTENSIVE AC. 
QUAINTANCE IN SOUTH AND MIDDLE WEST 
—REFERENCES FURNISHED AS TO RECORD 
AND ABILITY. ADDRESS BOX H-866, CARE OF 
HARDWARE AGE, NEW YORK. 


b J 























FOR SALE—WELL ESTABLISHED HARDWARE BUSINESS 
located in fastest growing town in New Jersey within 20 miles of New 
York City. Clean, modern, up-to-date stock and fixtures. Excellent 
opportunity to develop large, enterprising business. No competition. Owner 
has other interests, long lease. Address Box H-881, care of HarpwAre 


Acz, New York City. 


PART INTEREST IN OLD ESTABLISHED HARDWARE STORE 
in small town in Western New York doing profitable business. Woul 
require investment of not less than $5,000.00. Man under 40 with hard- 
ware experience preferred. Address Box H-880, care of Harpware Acz, 


New York City. 








IT WILL PAY YOU to investigate; we offer Financial Aid and Free 
Sites to industries locating in Newton Falls. Three railroads, electric 
freight service, main highways for trucking, the best supply of water in 
Mahoning Valley, right in the heart of the greatest industrial center in the 
world. NEWTON FALLS BOARD OF TRADE, Newton Falls, Ohio. 





SALES ORGANIZATION WITH OVER 500 SALESMEN can handle 
ional high grade patented household specialty; we finance “eS 


additiona j k ys. 
completely, excepting actual manufacturing. Illinois Sales Co., 900 


Van Buren Street, icago, Ill. 





Business man, with capital and record of successful management, wishes 
partnership interest in factory supplying the Hardware trade. Highest 
credentials. Address Box H-857, care of Harpware Acer, New York. 


HELP WANTED 





L —_ 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK STATE 
MALE AND FEMALE 


BVBRY APPLIOANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


‘ABBYE EMPLOYMBNT AGENCY, INC. 


Remington Building 


118 W. 42nd Street Bryant 7374-5-6 











CATALOG COMPILER 


Experienced catalog compiler and advertising department 
manager desires position with reputable Hardware Jobber 
or Manufacturer. Best of reference from past employers. 
My wide range of experience in editing and the priating 
of catalogs will save you money. Available after Apri 
lst. Write Box H-864, care of HaRDWarRE AGB, New York. 














EXPERIENCED HARDWARE CLERK in small town in Western 
Yew York. One having some experience in shop work preferred. State 
experience and salary expected. Address Box H-879, care of HARDWARE 


Ace, New York City. 





WANTED—Experienced hardware man to take charge of the builder’s 
hardware department of one of the largest lumber concerns in Ohio 
located in large southern Ohio city. Reply Frying age, experience, refer- 
ence and salary to start. Box H-863, care of Harpware Ace, New York. 


POSITIONS WANTED 


Position wanted as manager or buyer in Hardware and Paint Store, ten 
ears’ experience. Best of references. Address Box H-851, care of 
ampware Act, New York. 








YOUNG MARRIED MAN, TEN YEARS’ EXPERIENCE MANAGING 
LARGE HARDWARE and tool store, seeking connection with live 
manufacturer, wholesale or retail organization. Thoroughly acquainted with 
Cleveland, Ohio, and surrounding markets and could represent tool and 
complete hardware lines. Have own car. Can furnish references. Address 
Box H-869, care of HarpWAre Acre, New York. 


MANAGER AND BUYER DESIRES TO MAKE NEW CONNEC- 
TION. Have had 20 years’ experience in general hardware, tools, paint 
and mill supplies. Competent to take full charge of buying, able to manage 
and handle men. 40 years of age, married with family. Excellent 
references. Address Box H-870, care of Harpware Ace, New York City. 











14 YEARS’ EXPERIENCE IN RETAIL HARDWARE, Paint and 
Farm Implements. Now employed. Open for position 30 days notice. 
Age 40, two years college and business college education. Want position 
as manager or with chance of advancement. West or Middle West pre- 
ferred. Address Box H-871, care of Harpware Ace, New York City. 
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Classified O 





portunities 








POSITIONS WANTED 


SALES ACCOUNTS WANTED 





THOROUGHLY EXPERJENCED UP-TO-DATE builders’ hardware 
man, fully capable of handling work of any size, desires to make a change 
and is now open for position with responsible progressive hardware firm. 
For past six years has been successful manager of a large builders’ hard- 
ware department. Can furnish best of references. Address Box H-873, 
care of Harpware Ace, New York City. 


SALES ACCOUNTS WANTED 











Attention, 
Manufacturers 


Are you looking for new or increased business on 
the Pacific Coast and in foreign territories? Am 
about to establish office with warehouse facilities in 
San Francisco and other Pacific Coast cities if neces- 
sary, to act as sole selling agents for products of 
proven merit. 

For the past twelve years have been Pacific Coast 
Sales Manager for one of the largest national con- 
cerns and am personally acquainted with practically 
all Hardware, Electrical, Automobile Supply, and 
Radio Jobbers on the Pacific Coast and Hawaiian 
Islands. Also familiar with trade in the Orient. 
Correspondence solicited. 


Address Pacific Coast, c/o Hardware Age, 
New York City. 








Builders’ Hardware Representative } 
Owing to the destruction of our factory by fire, I am j 
interested in obtaining two high grade Builders’ Hard- q 
ware lines. Territory Middle West and Texas. Address 
Robt. E. Clarke, care of Midwest Hardware Co., 228 No. 
La Salle St., Chicago, Ill. 


J 














SALESMAN COVERING HARDWARE TRADE 
York State would consider taking on side line on com- 
Well experienced and well acquainted in 
Address Box H-877, care of HarDWARE 


PLUMBING 
throughout New 
mission basis. Travels by car. 
territory. Best of references. 
AcE, New York City. 

I DESIRE ADDITIONAL FACTORY LINES, for sale to Retail 
Hardware and Department Store trade in Louisville and surrounding 
territory. 12 years’ experience. Can furnish A-l references. Address 
Box H-872, care of HArpware AGE, New York City. 








Resident Sales Agent, located at Havana, Cuba, desires agencies of 
hardware lines. Interested in furniture, hardware, wood screws as we 
as the general line. Commission basis. M. F. FERNANDEZ, P. O. Box 
2002, Havana, Cuba. 


SALES REPRESENTATIVES WANTED 


Manufacturer operating three factories desires additional salesmen with 
established following among jobbers and retailers to sell vises, saws, 
household tools and utensils and an extensive line of electrical floor and 
bridge lamps, table lamps, etc. Commission basis. Open territories will 
be definitely awarded. Salesmen having automobile preferred. Address 
Box H-868, care of Harpware Acze, New York. 











SALESMEN WANTED TO CALL ON THE RETAIL TRADE, with 
a following in the Metropolitan district and the suburbs, also New Jersey; 
to represent live wire house carrying a complete line of builders’ hardware 
and tools. Must have a car to carry samples. Only experienced hard- 
ware men need apply. Address Box H-875, care of HARDWARE AGE, 
New York City. 








1 


MANUFACTURERS’ REPRESENTATIVES 


We are interested in making a selling arrangement with a manufacturer, 
om 8 commission basis, who is desirous of increasing his business in 
western Pennsylvania, Ohio and West Virginia. 

We can handle one or two non-conflicting lines that can be sold to the 
trade we are now calling on. 

If you are interested, we will be pleased to arrange 
interview. Can satisfy you with regard to our financial 
and also can give you satisfactory references. Address Box 
Harpwars Acs, New York. 


for a personal 
responsibilities, 
H-854, care of 


- WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware Ace, New York City. 





New England’s largest clock and watch distributors have opening for 
high-grade representatives in New England, New York and Pennsylvania, 
commission hasis only. Westclox, Ingersoll and five other factory lines. 
ee CLOCK & WATCH CO., 93 Federal Street, Boston, 

ass. 





F 








HARDWARE STAPLES 


Salesman having personal contact with Hardware Job- 
bers and Dealers is interested in representing manufac- 
turer of Hardware Staples in New York, Pennsylvania 
and New Jersey. Can furnish best of references. Ad- 
dress Box H-882, care of HARDWARE AGB, New York City. 














MANUFACTURER’S AGENT CALLING ON MANUFACTURERS. 
jobbers and department stores in Chicago, Milwaukee, and surrounding 
territory desires one or two good additional Cheap warehouse 
space if wanted. Established 10 years, with good Dun & Bradstreet 
ratings and highest trade references. Address Box H-874, care of Harp- 
ware AcE, New York City. 


lines. 





COMMISSION MEN WANTED TO REPRESENT old established 
cutlery house calling on department stores, hardware trade, induStriaf 
plants in the East, South, Southwest, Central West and Northwest. Good 
opportunity for hustlers. Liberal commission. Address Box H-867, care 
of Harpware Ace, New York. 


AN EXCLUSIVE EXPERIENCED LAWN MOWER SALESMAN 
wanted by manufacturer gf a complete, high grade line, to represent them 
throughout the United States. Do not apply unless you are familiar with 
all angles of Lawn Mower business. Address Box H-878, care of HARDWARE 
Ace, New York. 


EXPERIENCED BUILDERS’ HARDWARE 
sent eastern manufacturer of locks, padlocks, etc. To cover Pittsburgh 
territory and Western New York. Drawing and commission to right 
man. Address Box H-876, care of Hagoware Acer, New York City. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York. 








SALESMEN to repre- 











Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section” of this paper. 

By watching the FOR SALE ads ‘lh be 
reasonably sure to secure a good busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 


ARMSTRONG BROS. Pipe Vises 
Make Fully Satisfied Customers 


Highest quality materials, superior design, 
excellent workmanship. Longest lasting 
vises made. Write for new Catalog. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisce Ave., Chicago, U.S. A. 











D. Maydole, 1843 


“I Make the best Hammer” 





The popularity of Maydole H s among C nt 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 

















Plain or enameled 
in colors 


STRATTON 
HANDLE 


For Small Tools, Utensils, Electrical Goods, Bt. 
” “Raemeling, beth bobed end alr dried. 


STRATTON MFG. CO. Stratton, Maine 
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ADVERTISERS 








TER AOVEREIEEES EK f ortliehed an 9 comnts ork Teo 2 int of he oteiits 


contract. Every care will be taken to index correctly. 
insert. e 





Acme Shear Co......... bonnes 
Addison-Leslie Co. ....... ones 
Ajax Blectric Specialty Co..... 
a il, a ers 


Alexander Hamilton Institute. . 
Allen Manufacturing Co....... 
Alliance Toy & Specialty Co... 
Altth-Prowty Co. ..oo0cccve cee 
a a ee Sere 
Rieter Biwt: Co... 666.6 ..53. 
Aluminum Cooking Utensil Co.. 
Aluminum Goods Manufactur- 

oe on tRROOICE Ce Pee or 
Aluminum Products Co....... 
Aluminum Wares Association. . 
American Brass Co............ 
American Chain Co........... 
American Flyer Mfg. Co...... 
American Fork & Hoe Co...... 
American Gas Machine Co..... 
American Handle Co.......... 
American National Co......... 
American Radiator Co......... 
American Ring Co...........: 
American Saw & Mfg. Co...... 
American Screw Co........... 
American Shearer Mfg. Co.... 
American Sheet & Tin Plate Co. 
American Steel & Wire Co..... 


125 


American Stove Co...........2 -2 


American Telephone & Tele- 

EMM ne reece Sd ocd 
American Thermos Bottle Co., 

i Wa Ppry Cre rer Pere emery 
American Wire Fabrics Corp.. 
Ames Shovel & Tool Co........ 
Anchor Post Fence Co......... 
Anti-Borax Compound Co...... 
eS 
Apex Stamping Co............ 
ee 
Armstrong Bros. Tool Co...... 
Armstrong Mfg. Co........... 
Armstrong Mfg. Co........... 
Arrow Electric Co............ 
ek a ee 
OS een: 


Babcock Co., The W. W....... 
Backus, Jr., & Sons, A........ 
Banks Steel Post Co.......... 
a 6 ee 
ae ae 
Ts OO es ewe tans 
Bomis: &'Gall Co... 2.05 ..00065 
ee at | 
Seti SS AONB, ons. cine tne 
Berry Brothers, Inc........... 
Berry Lawn Edger Co......... 
Bethlehem Steel Co........... 
Better'‘Homes & Gardens...... 
BONS WHEE MOS sule-dbntusceiea so 
Birtman Electric Co........... 
Bissell Carpet Sweeper Co..... 
ge > er a 
Blaisdell Pencil Co............ 





Bommer Spring Hinge Co..... ca 
Maer Tes Be IW is csscesa tens ae 
Bowen Products Co........... a 
Boyer Chemical Laboratory Co., 
2 AS ea ee — 
Reach Bite. Co, Sn Boni 25500% 136 
Begimerd Mite, Oess. 6 .0ss6scue _~ 
Bridgeport Screw Co.......... 135 
Bright Star Battery Co........ 57 
a A es ee -- 
Brown Fence & Mfg. Co., H. 
Brown & Sharpe Mfg. Co...... 136 
SE ENG is iio ncaa 500500 a 
Buckeye Alum. Co............ — 
Buffalo Wire Works Co., Inc... 136 
SPE Pe re eee - 
Burgess Battery Co........... —_— 
et ee ee — 
Burnley Battery & Mfg. Co.... - 
Co a ere aT ere a 


Cable Supely Ceé............2. -- 
CRO BER AO. otc ssccccee — 
> Sere tee tre -- 
+ ee ee 137 
Casement Hardware Co........ a= 
Century Electric Co........... - 


Chain Products: Go... ..:3.5..... -- 
Challenge Refrigerator Co..... 

oe tr pee . 
Chamberlain-Haber Chemical Co. 119 
de ae. A a — 
Chevrolet Motor Co........... _- 
Chicago Flexible Shaft Co..... — 
Chicago Roller Skate Co...... 51 
Chicnap Solder Co... cccccccs _ 
Chicago Spring Hinge Co...... as 
ee a ri — 
Clayton & Lambert Mfg. Co... — 
Clemson Bros., Inc........... —- 
Cleveland ‘Stone Co., The...... 131 
Cleveland Twist Drill Co...... -- 
Cleveland Wire Spring Co..... a 
Coates Clipper & Mfg. Co...... — 
Oe WHEN, TMlos ai ke 6 aeess 134 
Coldwell Lawn Mower Co..... a 


Columbia Tire & Rubber Co... — 
Columbian Enam. & Stpg. Co.. — 
Columbian Rope Co........... — 
Comstock-Bolton Co. .......... —_ 
Congoleum Nairn, Inc......... — 
Connecticut Valley Mfg. Co.... — 
Consolidated Electric Lamp Co. — 
Continental Screen Co......... —_ 
Cook Company; Thi Cs.650556 654 a 
SONS re OE nis sc cbaseesec 26 
Corbin Cabinet Lock Co....... -_- 
Corbin Screw Corp........... 137 
Carcires Bite: 0. <iviceecss<s — 
Cordley @ Hayes. ....c0s0sc00. -- 
ae eS ey a a 41 
Crosley Radio Corp........... _- 
Crosman Arms Co............ —- 
Crown Cork & Seal Co........ 8 
Cyclone Fence Co............. 111 


D 


Damascus Steel Products Corp... — 
Day-Fan Electric Co.......... -- 
Dazey Churn & Mfg. Co....... — 





De Jur Products Co.......... 
De Laval Separator Co........ 
Detroit Torch & Mfg. Co..... 
Detroit White Lead Works..... 
Devoe & Raynolds Co., Inc..... 
Dexter Co. 
Diamond Calk & Horseshoe Co. 
Diamond Saw & Stamping Co.. 
Diener Mfg. Co., Geo. W...... 
Dierks Lumber & Coal Co... 

Se eee 
Display Material Co........... 
Disston & Sons, Inc., Henry. 

Dixon Crucible Co., Joseph.... 
Domes of Silence Co., Inc.... 
Donley Mfg. Co., The......... 
eS ee ere 
Double Action Electric Co..... 
ge a ee ; 
Duluth Show Case Co......... 


Dupont de Nemours & Co., 
gt Sees 
E 
Eagle Lock Co......... 


Eagle-Picher Lead Co.. . 
Eastern Tool & Mfg. Co....... 
Eaton Bumper & Spring Ser 

eS re 
Eberhard Mfg. Co. 
Economy Plumber Co......... 


Edison Lamp Works of Gen- 
eee ere 
ae eo eee 
Electric Sprayit Co., Inc....... 
RSS -TOMOVE 0. o5 e550 ca oes 


Evansville Tool Works..... 
Everedy Co., The........ 


F 


F. & N. Lawn Mower Co., The 
Fairbanks, Morse & Co........ 
Fansteel Products Co., Inc..... 
Fate-Root-Héath Co. .......... 
Pawiticons Caster Coi..... 2000. 
Federal Envelope & Label Co.. 
Federal Washboard Co., The... 
Ferdinand & Co., L. W....... 
Fitzgerald Mfg. Co............ 
Folsom Arms Co., H. & D..... 
Foster Bolt & Nut Co......... 
Prench Datlery C0... 60.060. 


G 


ier Oe., PA, Fhe. 26. cscs 
Gendron Wheel Co............ 
General Chromium Corp....... 
General Fireproofing Co....... 
General Weatherstrip Co...... 
General Wheelbarrow Co...... 
ee a 
Gilbert & Bennett Mfg. Co..... 
Globe Stove & Range Co....... 
Gold Medal Camp Furniture Co. 
Gold Medal Products Co....... 
Gold Seal Elec. Prods. Co...... 
Ee ee 
Good Housekeeping 
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Goodrich Rubber Co, B. F., 


| See Sc pk pek se vind bs — 
Graef & Schmidt, Inc......... — 
Graff-Underwood Co. .......-- _ 
Grand Rapids Hardware Co..... — 
Gray & Dudley Co........... os 
Green-Case, Inc. .......+2e-0- — 
Greene, Tweed & Co.......... os 
Greenfield Tap & Die Corp.... — 
Greenlee Bros. & Co.........- — 
Griffin Mfg. Co.........-.+0- 129 
Grigsby-Grunow-Hinds Co. ..... — 
Griswold Mfg. Co.......-..+- —- 


H 


Hele & Co. We Gecs. a0. 127 
Hercules Chemical Co......... —- 
Hercules Powder Co.........- 126 
Herschel Mfg. Co., R.......-- one 
Hibbard, Spencer, Bartlett & Co. 66 
Hill Brass Co., N. N........+- — 
Hillerich & Bradsby Co........- — 
Hott & Cos .a. ic cceucievecce — 
Hohner, Inc., M...c.scecsesee -_ 
Hollands Mfg. Co...........+5 — 
ee © SEER eee eT LEE _— 
Hoppe, Inc., Frank A......... 135 
Horton Mfg. Co.......--++e0% — 
Hotel Gibson .........+--s00. — 
Howes Co., 8. Mais .cssceeeve oo 
Huenfeld Co., E. H........... a 
Hunt & Sons, William........ _ 
Hunter Arms Co.........cc00+ _ 
Hunt, Helm, Ferris & Co...... 6 
Hurley Machine Co........... 24-25 
Hygrade Lamp Co............ a 
I 

Imperial Bit & Snap Co....... — 
Independent Lock Co.......... - 
Indiana Rolling Mill Co....... — 
Indiana Steel & Wire Co...... 7 
Ingersoll Watch Co..........- — 
International Silver Co........ 2 
dnterstate Electric Co......... _ 
Irwin Auger Bit Co.......... 10-11 
Ce ae: Se res ee _ 
Ives Manufacturing Co........ 60 
ives Site.. Co, We five cas coves a 
ws BRP aces Eee ee 


Jackes-Evans Mfg. Co......... - 
Jennings Mfg. Co., Russell..... 136 
Johnson Arms & Cycle Works, 
ere erry heyy it ree 60 
K 
Kelly Ane & Teel Co... .....+. = 
Keuffel & Esser Co...........- — 
Keystone Lantern Co.......... — 
Keystone Mfg. Co............ 126 
Keystone Steel & Wire Co..... — 
ee 0 See rine _— 
OE eS ear _ 
Kohler Die & Spec. Co........ — 
Kokomo Stamped Metal Co.... — 
mempener Se Ce. cats erie sss — 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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INDEX TO 


ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience 
No allowances wi 


not as @ part of the advertising contract. Myvery care will be taken to index correctly. 
be made for errors or failure te insert. 





L 


Lakeside-Forge Co. 
Lakewood Rubber Prods. Co... 
Lamson & Goodnow Mfg. Co... 


Lamson & Sessions Co........ 36 
Landers, Frary & Clark....... — 
Landreth Seed Co., D......... — 
Lendzion Leather Goods Co.... 137 
Letellier Laboratories, Inc..... —- 


Libbey-Owens Sheet Glass Co.. 
Re AE cos ba sot reas was 
eo 8 | AR es oe rere 
Lowell Specialty Co.......... a 
Lucas, John, & Co., 
De See 
Lupton’s Sons Co., David...... —_ 


McDougall-Butler Co., Inc..... 
McKinney Mfg. Co..... OF ene 
Magazine Repeating Razor Co.. 
Malleable Iron Fittings Co..... —_ 
Mansfield Tire & Tubber Co... 
Marlin Firearms Co........... 58 
Martin-Senour Co. 
Martin Varnish Co.........:. 
a a > ee eee 
Maydole Hammer Co., David.. 
Mayes Bros. Tool Mfg. Co.... 
Mechanical Devices, Inc...... 30-31 


PEWEIRG S 5c pe-sorcvedcis-sipiteet — 
Metalcraft Corp. 
Metal Specialties Mfg. Co..... — 
Metal Ware Corp............. 58 
MEY SEIE. COO k ko sietcccas 
ee ee 32-33 
Milwaukee Circulating Pump 
PES eee eer ee — 
Modern Grinder Mfg. Co...... 
Mohawk Corp. of Ill.......... oni 
Moline Pressed Steel Co....... — 
Moore Drop Forging Co....... 
Moore Push Pin Co........... —_ 
Peewee, BOs CESS oc ons cence 
Morse Twist Drill & Machine 
MTG isteach sans sx 0% — 
Mosler Metal Products Corp... 
Mueller Brass Co............. 34 
Murphy’s Sons Co., Robert.... — 
Murphy Varnish Co........... — 
Murray Rubber Co........... 
Myers & Brothers Co., F. F.. 


N 


National Carbon Co........... 21 
National Enameling & Stamping 
Co. 
National Lamp Works......... 
ee” ae Rr ey eee re — 
National Mfg. Co............ 
National Sign Stencil Co...... 
New Delphos Mfg. Co......... 51 
New Haven Clock Co......... 39 


Norton Door Closer Co.... 


Oliver Iron & Steel Co... 
Oneida Community, Ltd... 
One Minute Mfg. Co...... 
Ontario Knife Co......... 
Osborn Mig. Co.....<.... 
Osborne & Co., 5 
Oster Mfg. Co., John..... 


P 


Packard Elec. Co.:is0.. 06. 
Page Steel & Wire Co..... 
PT EL Soha kGoeeaneas 
Patent Novelty Co........ 
Peaslee Gaulbert Co....... 
Peck, Stow & Wilcox Co... 
Peerless Level & Tool Co. 
Penberthy Injector Co..... 


Perfection Stove Co., 
Peters Cartridge Co....... 
Puemx Mig; COsiesc cesses 
Phillips-Laffitte Co. ....... 
Pen es COs sos chew te 
Pioneer Pole & Shaft Co.. 
Pitcher Co., Inc., Hugh.... 
Pittsburgh Plate Glass Co. 
Pittsburgh Steel Co....... 


Popular Science Monthly.. 
Port, 196.7 Tl, Kecsivcess 
Pratt & Lambert, Inc...... 
Prentiss Vise Co.......... 
Pressed Metal Prods. Co... 
Progressive Mfg. Co...... 
Protex A-Motor 
Puritan Soap Co, ......5.:% 
Pytene re. C6... 26. 00x 
Pyrex Sales Division..... 


pT ae oS 
Reed & Prince Mfg. Co.... 


Remington Arms Co., Inc.. 
Remington-Rand Co. 
a rer 
Reynolds Wire Co........ 
Reznor Mfg. Co....:...... 
Richland Rubber Co....... 
Richards-Wilcox Mfg. Co.. 
Rixson Co., Oscar C...... 
Robeson-Rochester Co. 
Robertson, Arthur R...... 
Rock [sland Stove Co..... 
YN 
Rose & Brothers, Wm..... 
Roth, Tae., Gee: 22.5. ciew0 





New Jersey Zinc Company. 
New York Wire Cloth Co.. 
Niagara Metal Stamping Co.... 
Nicholson File Co......... 
Norcross & Sons, C. S.... 
North Bros. Mfg. Co...... 
Northern Rubber Co...... 


i ee 


Palm Fechteler & Co...... 


Penn, Lawn Mower Works.... 
se 


Plumb, Inc., Fayette R........ 


Reese Padlock Co......... 


-- 16-17 
eee ko 


aad ee 





Ruberoid Co., The.......... 
Ruby Chemical Co.......... 
MR PEIO, GO6 6c 6665 0655000 
Russell & Erwin Mfg. Co... 


Russell, Burdsall & Ward 


Oe ON iG esas hsaer ices 


Ss 


oe a 0 
Samson Cordage Works..... 
Samson Cutlery Co......... 
Sand’s Level & Tool Co..... 
Sandusky Cement Co........ 
Sanitary Receiver Co........ 
p&p a arr 
TOREMUE WEG sc caaidececccescs 
Savage Arms Corp.......... 


Scandinavian Western Importing 


Up aD OO" ee de te ee 
Ee eee 


Schollhorn Co., 


Schrade Cutlery Co......... 
Schrader’s Sons Co., A...... 
a 
Segal Lock & Hardware Co.. 


Scovill 


Seymour Prods. 


Shapleigh Hardware Co...... 
Shelby Spring Hinge Co..... 
Sherman Mfg. Co., H. B...... 


Sherwin-Williams Co. 


Sidney Archery Co.......... 


Sidway-Topliff Co. 


ae eS 


Simonds Saw & Steel Co. 


Simplex Radio Co....... eee 


Smith & Co., 


Smith, Inc., Landon P...... 
Smith & Sons, Inc., Seymour.. 
go ee 


Solidhed Co. 


WEOTEO Wile COs osccccccce 
Special Chemicals Co........ 
Standard Electric Stove Co... 
Standard Oil Co. of N. J.... 
Standard Tool Coscc.s.cece: 


Stanley Works 


Star Expansion Bolt Co..... 
SOEUR RCS Bie Oy 6-655 58: 5-4.0:0 
Stearns & Cai,-B. C.....35.. 
Sterling Wheelbarrow Co.... 
Stover Mfg. & Engine Co.. 
Stratton & Terstegge Co..... 
Stratton BEG: CO. 6 ocisccce 
Studebaker Corp. of America... 
Superior Laboratories, Inc... 
Superior Ladder Co......... 


rT 


- 105 


Tac-Ezy Metal Weatherstrip Co. - 


Tatater Bie. C0. sis ccescs 
Teme Te, COs kines Sick ce 
Timken Roller Bearing Co..... 
Toledo Metal Wheel Co..... 
Toledo Wheelbarrow Co..... 


Treasure Chest, The....... 


Soy ge Se re 
Tro BR i i sediicccens 
Tubular Rivet & Stud Co.... 


129 


Tucker Duck & Rubber Co.... 


Turner Brass Works........ 





U 
Underhill Bros. ............++ — 
Union Hardware Co.......... 13 
Union Steel Products Co...... ~- 


United Electrical Mfg. Co..... — 
United Hardware & Tool Corp.. 
United Publishers Corporation 
We SB. Castridige: Co. css ccc cciie 54 
U. S. Chain & Forging Co..... -- 
We, Se CURIO Gi 0:66.60 Kk Fe o.0'5 _- 
U. S. Leathe COs sciceccscccas 
U.. S. Stee Ci osc iinet a= 
Universal Industrial Corp...... —_ 
Utah Radio Products Co....... —_ 


Vv 


ee se ree — 
Valentine & Co. .ceicnsccccsse a 
Vaughan & Bushnell Mfg. Co... 3 
Vaughan Novelty Mfg. Co..... — 
RMN RIDES og 5 care @0ie o- occcn eins — 
Vettes; Willits Boao cose ccvesee — 
WHMRIEC ENS hickicdiceanecwaseeae — 


Voos Company, T 


Wagner Elec. Co........-.005 ™ 
Wall Mfg. Supply Co., P...... _ 
Walworth Co. 
Warren Mfg. Co., J. D......-. -- 
Warren Tool & Forge Co...... —_ 
Washburn Co., The........... — 
Watson Mfg. Co., L. S....... — 
West Bend Aluminum Co..... 
Western Cartridge Co........ 19-20 
Western Importing Co........ 
Westinghouse Lamp Co........ — 
Wheeler Radiator & Mfg. Co... — 
Wheeling Steel Corp.......... 
WERE Cai, TE. Cee ccckscdcsces 48 
White Co., L. & I. J 
White Mfg. Co., Julian M..... —_ 
Whiting-Adams Co. .......... — 
Whitney Co., Vincent......... 
Wickwire Brothers 
Wickwire Spencer Steel Co.... 
Wiles & Goi, J. Be. cccccs — 
Winchester Repeating Arms Co. 47 
Winslow Skate Mig. Co., 

OEE Fai nicnce wed Ged se eas 
Wins B Bett Stig Bec ccccscccs 
Witt Cornice 
Wolverine Supply & Mfg. Co.. 
Wood Shovel & Tool Co....... -- 
Wooster Brush Co............ oe 
Worthington Co., George...... = 
Wright Steel & Wire Co.. G. F. — 


Fer ee 


¥ 


Yale & Towne Mfg. Co...... = 


Z 
Zenith Radio Corp.........+-.. = 
Zouri Drawn Metals Co....... “= 





THE DASH (—) 


INDICATES THAT THE 


AOVERTISEMENT DOES NOT APPEAR 


IN THIS ISSUE 
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Still Good - 


After 24 Years 
Of Service 


Costs More 
Than Steel 
Wire Cloth, 
But— 
Returns 
More than 
the 
Difference 
In Service 
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REPO an®eaaharaas 


SHOAAAARAN 


reegantanseene 


Customers have written us that WICKWIRE BRONZE Wire 
Cloth is still good after 24 years of service. 


This unusual service is the best proof of satisfactory wearing 
quality. WICKWIRE BRONZE is made from a special alloy 
of 90% Copper and 10% Zinc. The Zinc provides the neces- 
sary tensile strength, as well as the ability to resist corrosion, 
which rapidly ruins pure copper. 


Every operation from raw material to finished product is done 
under our own supervision. 


WICKWIRE BROTHERS 
Bronze Screen Wire Cloth 


is not affected by salt air, acids or gases. It never rusts. Roll 
after roll has withstood the severest climatic conditions. 


WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 
always made from Full Gauge Wire. It comes in 14, 16 and 
18 Mesh, in even inch widths 18” to 48”. 100 lineal feet to the 
roll. You cannot sell a more satisfactory wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
Cortland Gray-wick 
White Metal Finish 


Wickwire Premier 


Your jobber will supply you 
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Absolutely the best equipped level factory in the world. 
Closest inspection and test; every 
level leaves the factory absolutely 

perfect. Make any test or com- 
parison with any other level. 







The Sand’s idea of merchandising is to make 
every Level so perfect that no dealer or 
clerk will ever have a customer complain 
that a Sand’s Level failed in any particular. 
Equipment—the finest. Materials—the best 
obtainable. Inspections—the most rigid and 
thorough of any level plant. Tests—every 
Sand’s Level is tested with a Brown and 
Sharpe Straight Edge—it must prove ABSO- 
LUTELY ACCURATE. 


A final test is made on the day the Levels are 


shipped. 


Can any Level manufacturer do moreP 





Sand’s Level and Tool Co. 


8629-37 Gratiot Ave. Detroit, Mich. 





Sole manufacturers and distributors 


of STEVENS line levels! 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth 

















HARDWARE AGE for MARCH 8, 1928 





} 
| 

















is, AN 
Oe OFS Coo 
] a 5 aa \ 


ANNOUNCING A NEW AND POPULAR SIZE 





Single-Acting 
Checking Floor Hinge 


OR some time, builders hardware men have asked us to develop a 
popular sized single-acting checking floor hinge for interior 
doors. This has now been accomplished in our No. 18 or 1814, 
illustrated below, which is similar to and a development from our 
No. 20 and No. 25, a most successful larger sized floor check, and well known 
to every hardware man. Requests from hardware dealers and hardware job- 
bers for further descriptive data of this new check would be appreciated. 

















Technically — 


1 —In the development of this new single- 

acting floor check to sell at a popular 
price, we have reproduced in every sense 
the material qualities of the No. 20 and No. 
25, and it has not been cheapened in any 
way. 





The No. 18, being of the offset type, 

permits the door to be opened to 180 

degrees, closing the door from all points of 
opening. 





4 —The No. 184, being of the center hung 

type, permits of the door opening to a 
safe point, depending on width of jamb and 
likewise closes the door under control from 
extreme points of opening. 


—All working parts are immersed in a 

checking liquid which also serves as a 
lubricant. Spring tension being adjustable, 
adapts this check to varying conditions. 











5 —Should the door drag on the threshold 
*” or on the head jamb, the connection be- 
tween the arm on which the door rests and 
the spindle of the device is such that the 
door can be raised or lowered at any time 
without demounting the door. Do not lose 
sight of the value of this adjustment. 





No. 18 and 18% 
Rixson Single-Acting Checking Floor Hinge 


THE OSCAR C. RIXSON COMPANY 


4450 CARROLL AVE., CHICAGO, ILL. 
New York Office, 101 Park Ave. 




















